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Don’t Be Afraid to Take a Chance! 


Subscribe to ELECTRICAL MERCHANDISE for 
every one of your salesmen. Have it sent to their 
homes, where they will read it at leisure, with thought. 


You can’t lose more than 8% cents a month on a 
subscription. 


You know you can’t lose ANYTHING on a mag- 


azine in which the most successful salesmen in the 
industry tell how they do tt. 


Keep your men out of the rut, by feeding them these 
ideas and suggestions that come fresh every month. 


Subscribe to ELECTRICAL MERCHANDISE to- 


day---For every salesman on your staff. 


THE RAE COMPANY 


PUBLISHERS 


17 Madison Avenue New York City 
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SKELETON LETTERS 


HE illustration below shows how good we make our skeleton letters. They are 
* [estat indestructible; made of Nos. 22 and 24 gauge, patent leveled, galva- 

nized sheet steel. We call them solderless because the face of same fits into a 
beaded groove and the backs of the letters are made up in such a manner as to fit in a 
seamed attachment, as shown on the cut, thereby eliminating practically all solder and 
any chance of the back breaking loose from the frame of the letter, due to careless 
handling in shipment and the elements of the weather. Inerecting same, specially designed 
clips and clamps are furnished, which are adjustable and will fit any size angle or 
channel iron. The individual cut-out box completes the letter; a strictly all metal 
weather-proof installation being assured. 


FITTING 
READY TO 
BE PLACED 


FITTING 
@ IN PLACE 
seem ABSOLUTELY 


SECURE PERSPECTIVE BACK VIEW OF LETTER IN 


POSITION ON FRAME,SHOWING OUR SPECIAL 
SOLDERLESS SEAM ATTACHMENT WITH 
INDIVIDUAL WEATHERPROOF CUT OUT BOX 


These letters are furnished in both grooved and raised type construction with and 
without cut-out box. 


‘ 


ALL OUR ELECTRIC SIGNS ARE OF SPECIAL DESIGN— 
BUILT BETTER THAN THE UNDERWRITERS REQUIRE 
— DESIGNS FURNISHED. 
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CLEVELAND 
H. E. WELLS. AGENT, DALLAS, TEXAS 


tractors who handle 


Buckeye Lamps find Buckeye Cooperation 
their staunchest prop and lever to residence-lighting business. 


Che Buckeye Elect 


as to increase greatly the 


Residence Lighting Installations 
of Buckeye customers and agents. Both:the Central Stations and Con- 
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Buckeye Experts so combine lighting-engineering and sales experience 


National Lamp Works of General Electric Co. 
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Wiring Old Houses By Price-List 


The House-Wiring Campaign of the Boston Edison Company Scores Heavily from the First, Because It Is Based on a Definite, 
Understandable Price for Every Class of Residential Service. 





meet Edison Electric I1lumin- 
ating; Company of Boston, 
Mass., began in early Octo- 
ber, and will probably con- 
tinue for several months 
to come, a_house-wiring 
campaign which has been 
remarkably successful for 
the three following reasons: 

fal. The price basis for the campaign is as 
simple, sensible, and clear-cut as could 
possibly be devised. When we come to 
describe this plan, it will be plain to every 
reader that the Edison .salesman’s least 
concern is the size and type of house to be 
wired; how many rooms it contains; and all 
the usual rigmarole which makes the wiring 
of old houses inherently one of the most 
difficult classes of business to secure. In 
this instance, the solicitor needs perhaps 
half a dozen simple bits of information that 
the prospect can give him without any 
difficulty, and the salesman then can quote 
the exact price for any installation from one 
outlet—a wall receptacle and two sockets 
for use in the receptacle for $14.35—up to 
that elaborate installation of lighting fixtures 
and domestic appliances for $300, which is 
the largest single piece of business that the 
Edison Company has obtained during the 
present campaign. 

2. The second reason for the success of 
the campaign is the advertising. The 
Company is running full page advertise- 
ments, descriptive of the offer in several 
newspapers. 

Copies of these advertisements are judi- 
ciously distributed among prospects in two 
Boston suburbs, also a very effective circular 
letter which conjoins the “wire-your-old- 
house”’ idea with its complement, the house- 
hold appliance idea, and explains that any 
kind of installation, whatsoever, can be 
pinned right down to a definite price basis 
before the contractor lifts a hand in the 
household. It was the “leads” secured 
from this kind of advertising that next to 
the straightforwardness and clarity of the 
plan itself, ensured success from the start 
of the campaign. 

8. The third thing to notice about this 
success is that it followed the complete 
failure of a home wiring campaign of July, 
1912. The Edison boys plunged into this 
earlier campaign brimming over with con- 





fidence and enthusiasm, but there had been 
too many strings to the contract. For this, 
and various other reasons, the company 
offer, although liberal, did not get under the 
skins of the Bostonians, and only five orders 
were secured. The frost of the failure lay 


toes, and blew on their fingers. A decided 
thaw set in, however, when, at a general 
sales department conference, the details of 
the campaign were explained and it was 
pointed out to them—the results of the cam- 
paign so far have amply borne out the 





Dear Sir: 





A Cool, Clean Reading Light 
You can get Edison Service and Electric Wiring for this © f* $2.35 down and $2. 


use for $14.35 


Electric Light right off. 


work and fixtures. 


amounts. 


the means of every one. 


of the Company. 





THE EDISON ELECTRIC ILLUMINATING COMPANY OF BOSTON 
General Offices, 39 Boylston Street 
Boston, Mass. 


We recently brought 
to your notice a plan for wir- 
ing and introducing Electricity 
into your house on a payment 


for six months. 
This low-cost plan is just a sort of trial offer 


so you can get some wiring into your house and can use 


You don't have to spend any more than this total 
of $14.35, spread over six months (except the little that 
you pay for electricity) - unless you want to. 

BUT YOU CAN GQ FURTHER - 


You can wire your whole house, or as much as you 
want to - and on the same low schedule of prices for the 

You can have plenty of time to pay for it in easy 

And the work will be the best for the cheapest 
price ever offered in Greater Boston. 

The present low price for electric sarvice espe- 


cially with the use of the latest development in incandes- 
cent lamps (The Mazda) places electric service easily within 


Use the enclosed card to learn more about this 


plan. 
Yours very truly 
THE EDISON ELECTRIC ILLUMINAT 
LRW/Q 
Encs. 





- Iron, Pan and Light, All Electric 
& MONCH you can get Réison Service and Blectric Wiring tor thie 
use for $14.35 


COMPANY OF BOSTON 


Of Hiatie 


Supt. Sales Department 





This offer is only for people living on the lines 





One of the letters mailed to prospects during the house-wiring campaign of the Boston Edison Co. 


It gives specific 


details of the low-cost plan, also suggests complete domestic service on an easy payment basis, 


heavy in the blood of the Edison sales force, 
and when they got wind of the new cam- 
paign, figuratively speaking they shuddered, 
turned up their coat collars, stamped their 


Edison officials’ claims—that the majority 
of prospects could easily be induced to run 
their installations considerably above the 
basic $14.35. For the cheapest and most 
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satisfactory time to install as complete 
electric service as possible is when the house 
is being wired. 

Now that the campaign is running full 
blast and has proven that it is founded on 
the right principles, the Edison sales force 
are keen and eager to realize to the utmost 
a success which, without any neglect of 
regular business has already become big. 
However, all that is but part of the story 
which begins with the conception of the 
special price plan, wheedling the contractors 
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question of any item of service is brought up 
by a prospect. The Company’s printed 
agreement lists equally definite figures; so do 
all the Company advertising and correspon- 
dence; so does every voice or every pen or 
typewriter that has been mustered into 
service during the campaign. There is no 
getting away from the definiteness and 
clarity of the proposition, and no misunder- 
standing it. The cool, analytical Boston- 
ians like it for its very tangibility, and 
responses, both by mail and_ telephone, 














The Following Prices are only for Single Apartments and Dwellings, and are based upon accept- 
ance within 30 days from quotation and upon the use of Armored Cable and first-class workmanship 
throughout and complete ready for use, excepting fixtures, where deductions for fixtures are made; 
and also excepting ‘private property construction in excess of one stretch of wire overhead or where 
underground service is required in excess of two feet inside the sidewalk line: 

No. 1. Outlet consisting of a flush plug receptacle located in 
any room on the first floor anywhere excepting ceiling. $14.35 
2. No. 1 and outlet in cellar at heating apparatus with switch. 19.00 
3. No. 1 and 1 outlet on piazza with switch in hall and fixture. 22.00 

4. No. land 1 outlet in hall with switch and fixture (3-way 
switches $6.00 additional). 23.00 
5. No. 1 and 1 outlet in parlor with switch and fixture. 25.50 
6. No. 1 No. 2 No. 3 27,00 
7. 7 >) — 28.00 
8. 1 2 5 30.50 
9. I 3 + 31.00 
10. 1 3 5 33.50 
ll. 1 4 5 34.50 
12. l 2 3 No. 4 36.00 
13. 1 2 3 nea 38.50 
14. 1 ee ‘ 4 5 39.50 
15. = " 8 4 5 42.00 
“ 16. em ‘ 2 ent 4 No. 5 47.50 

Avprrions : (To apply only after No 3). 

No. 17. Dining Room outlet with switch and fixture. $ 12.00 
** 18. Kitchen outlet with switch and fixture. 8.25 
19. Pantry outlet and fixture. 4.25 
20, China Closet“ ‘* - 4.25 
21. Back Porch ** with switch and fixture. $.00 
22. Second story hall outlet with two 3-way switches and fixture. 11.25 
23. Bath Room outlet with switch and fixture. 8.25 
24. All other lighting outlets with fixtures. 4.25 each 
25. All other switches 4.00 * 
26. Floor or baseboard receptacles. 4.00 
27. Bell Ringing Transformer. 4.00 
30. Pull Sockets (Extra) .25 
For each additional floor above the first floor 
No. 28. Add $5.00 for Item No. 1. 
(Extra charge is to provide for running risers through additional 
oors.) 
No. 29. Add $10.00 for Items No. 1 and No, 2. 
(Extra charge is to provide for controlling cellar lighting from the 
floor occupied by the user.) 
Depucrions Ir Nor Wanten: 
Switches (Exclusive of cellar switch) $3.00 each 
For Fixtures If Personal Selection is Desired: 
No. 3, 6. 1.00 
~ $6, 38, 30, 81, 28° 2, 1.25 
4 and No. 6 2.00 
ae a ae 4.50 
is eek. 3.00 
. ea 5.50 
_, Teed ee 6.50 
2 ee =" 7.50 
we 5.00 











One side of the Boston Edison Co.’s house-wiring agreement card. It is a remarkably clear and definite price-list for 
this usually vague and indefinite class of business. 


into line, and the placing of a “ginger” 
circular in the hands of every Edison 
employe. 

The Plan 


Avoiding the pitfalls of the unsuccessful 
1912 campaign, the Edison officials worked 
out a plan that was absolutely simple and 
red-tapeless. So to speak, the boundary 
lines were first set. You could not have an 
outlet consisting of a flush plug receptacle 
placed on your ceiling, nor could you have 
more than one stretch of wire on overhead 
lines from the pole on your street. No 
more could you have on underground lines, 
any set-back of more than two feet inside 
the sidewalk line for the stipulated $14.35; 
but you could have the outlet located in 
any room on the first floor anywhere except 
the ceiling for that money. And that is the 
beauty of the proposition. You know the 
cost of it just as if it were a suit of clothes 
or a barrel of flour with the price plainly 
marked on it. And there is a definite 
price figured out to cover every additional 
item whether it is a basement or a porch 
light or complete electric service. Every 
salesman carries a complete price list with 
him to which he can instantly refer when the 


have flowed in from the very beginning of the 
campaign. 

Whatever kind of electric service a pros- 
pect decides upon for his home, he can pay 
for it in one of several ways, according to 
the extent and elaborateness of the installa- 
tion. If he simply has his house wired for 
the one wall receptacle, he pays $14.35 at 
the rate of $2.35 down and $2.00 per month 
for six months. For larger installations, 
he pays from $2.00 to $2.99 for as long as 12 
months; or $3.00 to $3.99 for as long as 
fifteen months; or $4.00 to $4.99 for as long 
as eighteen months; or $5.00 and over for 
as long as twenty months. 


Lining up the Contractors 


However, it was one thing to put a fine 
plan on paper; another to line up the con- 
tractors. Yet, unless a sufficient number 
of the contractors agreed to the proposal, 
it could never have been launched, for the 
Edison Company, itself, does no wiring. 
The first contractor agreed to the schedule. 
That insured success. However, he sug- 
gested that any “extras,” such as the trans- 
portation of men and material outside his 
own immediate territory, would have to go 
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in as additional charges. That was the 
only guarantee the Company gave. After 
the first man was lined up, other suburban 
contractors were approached. ; 

A good many of them at first could not 
see how they could doit. “All right,” they 
were told; “we already have secured a suf- 
ficent number of contractors who are willing 
to do the work in accordance with our plan 
and prices. We're sorry to have to leave 
you out.” 

This argument generally did the business. 
The suburban contractor would pull out his 
pencil, and figure a little closer to fact in the 
beginning, and he would then find that he 





L. R. Wallis, Supt. Sales Dept. Edison Electric Illg. 
Co., Boston, Mass. 


could enter the agreement just about as well 
as his competitors. Thus, enough con- 
tractors were enlisted to give the Edison 
company all the working basis it needed. 


Enlisting the Company Employees 
Now that all the preliminary ground work 
was so well laid, the next step was to gain 
the cooperation of the Company’s own em- 
ployees. Each and every one of them was 





L.. D. Gibbs, Supt. Adv. Dept. Edison Electric Illg. Co., 
Boston, Mass. 


given a printed circular which explained the 
agreement for electrical wiring that was to 
be in force during the campaign. In the 
introduction signed by L. R. Wallis, super- 
intendent of the sales department, it was 
urged that the proposition was one that the 
employee could, himself, take advantage of 
if he was not already using the company 
service which he helps to create and main- 
tain; also, that it was one he could present 
to his neighbors, friends and associates, 
thus helping the good cause along, and 
accentuating his loyalty to the company he 
served. This appeal has stirred the loyalty 
of the employees apart from the sales force 
and has made it a favorable element in the 
success of the campaign. 


The Nature of the Campaign 


With the circular to the employees went 
an agreement card and a copy of a pictorial 
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chart showing the various fixtures that a And that very morning, four applications 



















































































, a ‘ Up to date, the following contracts have 
¢ prospect might select in accordance with his. were received by telephone from one town een secured. The list shows the date of 
al needs. On this chart were shown fixtures and three from another, although during the contracts, and the monetary value of each 
n for basement, dining room, piazza light, campaign of July, 1912, only five old houses _jnstallation. 

t hall, parlor, and for other household require- were wired. Therein lies the difference 
. ments—every fixture plainly numbered and between a half-formulated selling plan and October 138° a er 
y priced. Thus, the prospect would simply one that is fully crystallized and easily-get-  Q¢toher 17 198.75 “ry 
i have to consult this chart, pick out any at-able by the public. October 20 76.00 51.00 
8 combination of the fixtures he desired, and he Braced and encouraged by the unexpected 14.35 November 17 74.75 
n 14.35 22.50 
re October 21 67.25 November 18 27.00 
October 23 125.00 92.00 
, October 24 83.50 30.75 
: Octobe 25 66.25 76.75 
is AGREEMENT FOR ELECTRICAL WIRING — on oe pe 
e THIS AGREEMENT, between October 27 107.50 70.25 
1e of , hereinafter called the Purchaser, and 96.00 50.50 
, hereinafter called the Contractor, WITNESSETH that October 28 40.40 November 19 581.2 
THE CONTRACTOR AGREES to furnish the labor and materials to do the work specified below October 29 115.00 135.00 
on the_ floor in the building numbered Street for the prices October 30 75.00 90.00 
given in the Price List on the reverse side; said work being Price List No’s sie Slate a aaa 
THE PURCHASER AGREES that upon completion of the work he will pay the said Contractor the October 31 en 2 = 
amounts specified in said Price List for said work, to wit, the sum of, dollars, 155.25 November 21 92.75 
IN WITNESS WHEREOF, the parties hercto have executed this instrument in November 1 24.35 95.00 
this day of 191. : 78.00 : 25.00 
November 3 55.25 November 22 71.75 
Purchaser Contractor N is 300.00 75.00 
. Be November 4 14.35 67.00 
The Edison Electric Illuminating Company of Boston 80.75 ine 
AGREEMENT FOR FINANCING THE ABOVE AGREEMENT 40.25 18.00 
IN CONSIDERATION of the agreements of the above named Purchaser hereinafter made and at November 5 36.50 November 24 55.50 
the request of said Purchaser, THE. EDISON ELECTRIC ILLUMINATING COMPANY OF November 6 81.50 40.00 
BOSTON, hereinafter called the Company, hereby agrees with said Purchaser to pay the above named 17.75 50.75 
Contractor, upon receipt of the Contractor's bill approved for payment by the Purchaser, the said sum ints thie: aa 
of dollars; and said Purchaser agrees with said Company to reimburse the Company bs 70.50 101.00 
fe id t ded in the Purchaser’s behalf in monthly instalments of. om ‘ ve * 
tem, the first Goltinash ¥ be paid upon the signing of this Agreement; and said Purchaser also November 8 $2.75 42.00 
, agrees to use the electric service of the Company, for which he has applied on a regular application form 14.35 44.25 
Ig. ot the Company of even date herewith, until such time as the conditions of this agreement are fulfilled. 20.35 149.00 
IT IS FURTHER AGREED between the Company and the Purchaser that this Agreement is 83.25 127.25 
merely one for financing said work, that the Company has made no representation as to the skill or 6 ‘ : 
competency of the Contractor, who is independent of the Company and that the Company is in no way 4.00 21.25 
|] responsible or liable for the work of said Contractor; that no agent of the Company has power to 73.50 15.00 
modify or alter this agreement or waive any of its conditions or to bind the Company by making any November 10 45.00 14.35 
n- promise or representation or by accepting any representation or information not contained in this 139. 25 , 
a. paar no 39. 204.00 
IN WITNESS WHEREOF the said Purchaser and the said Company have executed this 70.00 155.00 
instrument in duplicate this day of. 191 ss ; 41.50 80.00 
: November 11 24.00 55.00 
Purchaser. 60.00 November 25 14.35 
rk THE EDISON ELECTRIC ILLUMINATING COMPANY OF BOSTON 40.00 78.00 
By 94.00 84.75 
An Superintendent Sales Department 29.50 65.00 
n- Accepted: 42.25 40.00 
as Credit Clerk November 12 87.00 37.75 
MINIMUM MONTHLY PAYMENTS $2.00 58.00 39.50 
MAXIMUM PERIOD OF MONTHLY PAYMENTS 192.75 31.75 
$2.00 to $2.99 12 Months $4.00 to $4.99 18 Months November 13 25.00 32.00 
3.00 to 3.99 15 “ 5.00 and over 20 m 27.35 27.50 
November 14 14.35 71.00 
120.00 — 
75.00 Total $7,787.80 
The other side of the agreement card used by the Boston Edison Co. in its house-wiring campaign. Note that the central November 15 119.25 
station pays the contractor when the work is finished, then collects from the customer by monthly installments. 
. A quick glance at the figures listed above 
; ; le will show that out of a total of 114 contracts 
would find the exact price for the selected success of the first day’s campaigning, both secured up to the time this article was writ- 
combination. It was perfectly plain, it was _ the men behind and the men out front went ten, only eleven were based on as low a figure 
perfectly simple. The newspaper adver- to their work with renewed energy. The as $14.35, while fourteen contracts called for 
tisements all showed reproductions of the longer the campaign went the better it took the expenditure of over $100; one of them 
chart, and pictures portraying the use of hold, as is shown by the comparative daily for an outlay of $300, a second for one of 
various electric home comforts. Appro- figures for November and October before over $200, and five for over $150. Entirely 
priate captions briefly described the advan- the company advertising had time to take apart from these relatively high figures, 
tages of the domestic appliances shown in full effect. twenty-one of the remaining forty-eight 
) the pictures, and read: “You can get the 
0.5 . x aa i 
electric service to use such appliances for Oct. 25 1938 Orfisted Miste fe aguas rr 
$14.35 in small payments $2.35 down, Price Schedule - Agreement for Electrical Wiri 
: * a} tistes 

7” balance $2 a month for six months. ’*Phone ™ 

1 at once,” ete. 

i. As for the form letters that are mailed to ‘ 

is prospects, they rightly give the gist of the in halle Pastore 

ol offer—the specific price of $14.35 and the ( 

ae monthly installment plan—in the first ten — mile 

of lines, and they are necessarily short lines pre aaaee vata 

" since they are flanked on either side of the maa alee cat 

md letter by pictures of the electric household China closat ena Pi ote 

nn helps. The prospect is also informed that Torch, Pittore @ swifth m| a 28 

“1 a company representative will glady call to toe es = 

id furnish any information that may be de- 7 ye 

he sired. : additional switches 

ty Getting the Orders ieatews 

ce Advertising has seldom pulled more nn 

uickly than that of the Boston Edison Com- ed hw ow 
he q y e so 
pany, which was turned loose on the subur- 
ban public on a Saturday. Yet, when the 
company office was opened Monday morning Signed) L. R. Wallis, Supt.Sales Dept. 

nt the telephone was already ringing with the Price schedule carried by the salesmen during the Boston Edison Company’s house-wiring campaign. Armed with 

ial first prospect at the other end of the wire. 


this, they can quote, off hand, a definite price for every domestic installation. 
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contracts ran into amounts in excess of $50, 
and some of them pretty close to $100. 
Viewing the list from still another angle, 
besides the eleven customers who adhered 
to the original idea of $14.35, only eight 
confined their expenditures to less than $25. 
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this writing, there is no telling what the 
totals will be when the bell rings for the 
close of the campaign. The present figures, 
themselves, point to a big success. In 
fact, a success that will be discussed in the 
industry for some time to come. 





READ--ALL YOU WHO WANT ELECTRIC LIGHT 





NOW vee cas tsow éxzcty 


What it Will Cast te pat One Light 
@ 2 Dezee or More in Your Home 


Fine Glass Glebes-—-AND THE 
PRICE IS LC WER THAN YOU EVER 
WEARD OF BEFORE. 


Phone at cnce-—-Ortord 3300 


Easy Payments. 
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39 Boylston Street, Boston 


HERE ARE THE FIXTURES 


You can choose from these---One Set, The Wall Receptacle 
and Two Sockets, for $14.35---§2.35 down and §2. a Month for six 
Months--and You Can Have as Many of the Others as You Want 
for Small Extra Prices--and still have the Easy Payment Pian. 

We (The Edison Electric Illuminating Co. of Boston) have 
planned This SO THAT PEOPLE LIVING IN UNWIRED 
HOUSES ON STREETS WHERE OUR HOUSE LIGHTING 
SERVICE NOW RUNS--cgn heave Electricity in their Homes on 


Phone Oxford 3300, Sales Department for our 


to see you---Making an appointment to learn more about this ine 
currs no obligation on your part to go any further. 7 


THE EDISON ELECTRIC ILLUMINATING COMPANY OF BOSTON 


NOW veo car new cietie 


Wiring put in Your House-—Just 
i} One Light, or Three or Six or a 
_ Dezen or Mare with jest the Con- 
venient Switches You Wast-—-JUST 
, WHAT YOU FEEL YOU GAM AF- 
FORD TO PAY FOR 18 EASY PAY- 
MENTS. 


Prone at Onee---Ortord 3300 














Pies One —Onterd Ba) 


Phone Oxford 3300 








A full-page newspaper advertisement used in connection with the Boston Edison Co.’s house-wiring campaign. It 
lays stress on the central idea of the campaign—to offer the same low price for wiring every kind of house. 


As we explained to some extent in the 
beginning, this splendid list of profitable 
customers was not obtained, for the most 
part, by the active field work of the sales- 
men, but by the judicious advertising of a 
plan that could be rendered easily understood 
and forcefully appealing. The solicitors 
simply took the advertising “leads” as they 
came in, and converted them into sales. 
In justice to the salesmen, at least from the 
human standpoint, they had valid reasons 
for their lack of enthusiasm at the beginning 
of the campaign. They had tasted earlier 
failure, and that kind of thing wasn’t good 
for their bread and butter. But a total 
house-wiring business of $7,720.55, secured 
during a little more than a month of the 
campaign, has stamped out all fear, pessi- 
mism and indifference. The corps spirit 
and enthusiasm of every residential sales- 
man of the Edison company is fully aroused 
and out there working in the field, and, at 


Free-Trial Window Lighting 
in Denver 

The Denver (Col.) Gas & Electric Light 
Company has an interesting plan for secur- 
ing store-window-lighting business. By per- 
mission of the storekeeper, a free-trial in- 
stallation is placed in his window, and the 
lamps arranged to suit his wishes. This 
plan is followed even in stores where service 
is not yet available, the window lighting 
being temporarily supplied through stage 
cables connected to the service mains out- 
side. The trial display lighting is main- 
tained for a week, and during that time, a 
man is stationed outside the store to count 
both the number of passers-by, and those 
who stop and look in the window. The 
data thus secured is generally so impressive, 
when compared with similar data gathered 
before the window lighting was installed, 
that many merchants are easily induced to 
make their installation permanent. 
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Motor-operated Curtain in 
Worcester Church 


A motor-operated curtain was recently 
provided for the auditorium of the First 
Baptist Church of Worcester, Mass., thus 
completing motor equipment of unusual 
scope for an institution of this kind. Al- 
ready this church utilizes motor drive for 
vacuum-cleaning, organ-blowing, and for 
ventilation and exhaust purposes. The 
curtain is made of wood, eight inches thick, 
thirty-six feet long, and thirty feet high. 
It weighs about 6,000 pounds, but by means 
of counterweights it is easily operated by a’ 
4-hp., 550-volt de. motor which is placed 
among the rafters of the church, and con- 
trolled at a starting box at one side. The 
operation is noiseless, and the curtain can be 
raised or lowered in thirty-eight seconds. 
This curtain, which divides the church pro- 
per from the Sunday School, is raised during 
the singing of the final hymn so that both 
bodies may sing in unison. The Worcester 
Electric Light Company supplies the cur- 
rent. 


From Boston to Chicago in an 
Electric Vehicle 

Colonel E. W. Bailey, and H. J. Foote, 
of S. R. Bailey & Company of Boston, 
Mass., recently made a notable run from 
Boston to Chicago—a distance of 1,301 
miles—in an electric vehicle. The car was 
a No. 1,313, model “F’ Bailey roadster, 
equipped with a General Electric motor and 
60 cells of A-6 Edison battery. The tour 
was conducted under conditions of weather, 
roads and service that tested endurance 
and practical utility to the utmost, while 
coming close on a previous trip of 566 miles 
from Boston to Burlington, Vt., it proved 
conclusively that an electric automobile 
can cope favorably with the supposedly 
more rugged gasolene cars. 

The greater part of the seventeen days’ 
trip was marred by heavy rainfall, wretched 
roads, and inadequate charging facilities 
but the car finished the tour in good con- 
dition, and traveled as fast and far through 
the mud as the other cars on the road. The 
car was mired four times during the trip, 
but emerged under its own power every 
time but once. Few cars passed the electric 
on the road; in fact, the reverse proved often 
the case. Under more favorable conditions, 
it is conceded that 150 miles a day could 
have been covered on the average. Upon 
his arrival, Colonel Bailey was the guest 
of the Chicago Athletic Association, and the 
Chicago Section of the Electric Vehicle 
Association at a luncheon given, Saturday, 
November 1. 

In describing his trip, he stated that 
although in many places it is a difficult 
and an expensive matter to provide storage 
charges for the occasional electric vehicle 
that comes into town, the central-station 
managers met on this trip did not show the 
indifference to the electric vehicle generally 
attributed to them. On the other hand, 
in every place where the Colonel stopped, 
the central station men made assurance 
that if such facilities were not now available, 
they shortly would be. 


$200,000 for Vehicle Charging 

If the available figures are any criterion, 
the Commonwealth Edison Company of 
Chicago, Ill., have fully realized and capital- 
ized the opportunity back of adequate 
electric vehicle-charging service. During 
the last twelve-month period, the Com- 
pany’s income from this service was $200,- 
000, whereas the income for the preceding 
year was $130,000. 
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How We Train Our Salesmen 


An Analysis of the Salesmen’s Meetings, Quizzes, Practical Drills, and Expert Coaching That Make the 


Denver Field Men Masters of Their Craft 


By Criare N. STANNARD 


Secretary The Denver (Col.) Gas & Electric Light Company 


[This article is the first of a series that will appear in coming issues of Electrical Merchandise, written by men well known to you. 
The subject is an especially vitalone. For every central station with a well organized sales organization operating in conformance with a 
well conceived and defined selling plan, there are ten central stations where the salesmen are merely working by the day for the man who 
gives them orders. That is the reason why so many central stations are riding commercial hobbies. Here we find a town where the sign 


is boosted to the limit and the vehicle never spoken of. 


There, in another city everybody is working for residence equipment and the 


storekeeper is neglected. There is a lack of the balanced effort that comes with organization and control. 

A natural and becoming modesty makes any man reluctant to write as freely of his own methods and their successes as we might 
wish. But there are no text-books on this subject; what we do not learn workfully, of our own experience, we must induce the men of 
greater achievement to teach us. We have been fortunate in prevailing upon Mr. Stannard—and the other men who will write under 
this same title, “How We Train Our Salesmen’’—to set down with careful detail the methods of organization and education that have 


enabled them to effect their several highly successful sales developments. 


men. Use them.—Editor. | 


ONG ago, Mr. Henry L. 
Doherty foresaw the neces- 
sity of commercial activity 
as applied to the gas and 
electrical industry. We 
state, therefore, without 
fear of contradiction, that 
his pioneer efforts in be- 
half of commercial work have caused won- 
derful strides to be made in not only the 
commercial, but also the engineering depart- 
ments of companies engaged in the supplying 
of gas and electricity and the application of 
their product in hundreds of ways. The 
following outline of how we train our sales- 
men shows a successful application of the 
principles of salesmanship which Mr. Do- 
herty formulated. 

In employing a man for the Commercial 
Department we carefully examine the appli- 
cant to see whether he has the qualifications 
of a successful commercial salesman. We 
aim particularly to employ only men of 
pleasing personal appearance and address, 
who are easy and graceful talkers, and well 
educated. All things being equal, we pre- 
fer men with college and technical education, 
provided they seem to be men who are able 
to apply their technical knowledge and 
college training, and if possible, men already 
experienced in commercial work. 

Once we employ a man, we assign him to 
duty on the sales floor. The Superintend- 
ent of Sales coaches the man carefully on 
all the selling points of the various gas and 
electric appliances, also acquainting him 
with their prices, and teaching him how to 
properly fill out our various forms of leases, 
applications, contracts, etc. The other 
floor salesmen always stand ready to answer 
questions and to assist the new man in 
every possible way. 

After he has thus served his apprentice- 
ship in the salesroom, the new man is 
placed on a territory as an assistant repre- 
sentative, receiving his instructions directly 
from the representative in charge of the 
territory. The latter really spends hours in 
training his charge for his new job, usually 
in the evening, after the day’s work has 
been finished. As a part of his training, the 
young salesman customarily starts out on a 
systematic house-to-house canvass, keeping 
a record of all prospects found, closing such 
contracts as he is able, and frequently 
calling on the “representative” to lend a 
hand, thus having a chance to see how an 
experienced man proceeds to close a sale. 

Another duty of the beginner is to attend 
the regular commercial meetings which we 
hold every morning from 8.15 to 8.45 
o'clock. Here he listens to reports made by 
the others in attendance, his fellow assist- 





ants, representatives, service supervisors 
and special men. Simply listening to the 
reports of the others often fires the man with 
ambition to make an equally good report 
and so enthuses him that, from this one 
viewpoint alone, the meetings are well worth 
the time devoted to them. The assistant 
representative has a further opportunity, 
from discussions and reports presented at 
the meetings, to learn specifically about 
various lines. For instance, certain morn- 
ings are set apart for reports on electric 
signs, electric power in its various applica- 
tions, industrial fuel, electric vehicles, gas 
for domestic household appliances, better 





Clare N. Stannard. 


illumination for both interior and exterior, 
and similar subjects of value to the com- 
mercial man. Thus, these morning meet- 
ings, over which the commercial manager of 
the company presides, cover and recover 
in the allotted time, the entire commercial 
scope of the gas and electric business. A 
very full and complete stenographic report 
of all that transpires at the meetings is 
taken, typewritten and placed on file in the 
representatives’ room so that the new man 
may carefully review them at his leisure 
and make notes of any specific information 
that he desires. 

In due time, the assistant representative 
becomes a representative, having demon- 
strated to the commercial manager his 
fitness for such promotion. His education 
continues as heretofore outlined except that 
he now enters a broader field of usefulness; 
devoting less of his time to household work 
and more of it to big industrial proposi- 
tions. His instructors now include, not 
only the other representatives who are 
always willing to impart information, but 
also the so-called special men who take him 
directly in charge. For instance, he spends 





These articles represent the generous gifts of very busy 


certain fixed periods with our illuminating 
engineer, our sign engineer, power engineer, 
industrial fuel engineer, and assistant com- 
mercial manager. These men all make it a 
point to school and train the new represen- 
tative very thoroughly in the lines in which 
they are specialists. 

As a part of this specialized instruction, 
the young representative follows a regular 
schedule with the special men. He calls 
on prospects with his instructor in each 
specific line, and in this way he has an 
opportunity of seeing how expert specialists 
make their sales approach. After a time, 
when it is felt that the new man has secured 
sufficient information and knowledge of the 
subject in hand, he is the one to make the 
sales advance, and the special man only 
enters the conversation when his advice is 
sought and then merely in his advisory 
capacity. Thus, the young representative 
is thoroughly trained and fitted to talk 
intelligently and conclusively on all the 
Company’s various lines. 

By this time, he is also ready to become a 
member of the Commercial Council, and in 
addition to the morning meetings already 
mentioned, now has the regular weekly 
evening meetings of this organization to 
attend. Papers covering the various fields 
of commercial interest, are read and dis- 
cussed during these meetings. 

Our rapidly progressing new salesman 
is also privileged to join the classes on 
scientific salesmanship which are organized 
from time to time. These classes are 
presided over by a leader, and, of necessity, 
partake of the nature of a correspondence 
course. When the questions and answers 
are received, the men carefully study them, 
and at the ensuing meeting, these questions 
and answers are thoroughly gone into just 
as they would be at an actual school in 
session. By this plan, the student has an 
opportunity to learn and _ practice the 
principles of scientific salesmanship and 
everything pertaining to the work of the 
adept salesman, and the adoption of the 
various courses presented from time to 
time has proven very beneficial to our men. 

To one of our successful representatives, 
who has been employed by the Company 
for a long time, is assigned the duty of 
taking in hand the new men and such others 
employed in the commercial department as 
desire to avail themselves of the privilege 
to increase their knowledge of the business. 
This representative also carefully instructs 
and periodically examines the men on all 
matters pertaining to the work of the com- 
mercial department. This ““beginners’ class,” 
as we term it, has been a very important factor 
in educating and developing our salesmen. 
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We frequently refer the men to articles 
on salesmanship. However, we are not 
content with merely calling such articles 
to their attention, but extracts from monthly 
periodicals are often read to them at the 
morning meetings. Again, every salesman 
subscribes to various publications dealing 
particularly with engineering and commer- 
cial problems. The Company also main- 
tains a library composed primarily of works 
on salesmanship and business. 

The members of the Commercial Depart- 
ment take a great interest in the Company 
Sections of both the National Electric 
Light and the National Commercial Gas 
Associations which hold regular meetings 
at stated intervals. Delegates from this 
department are also sent to all national 
conventions that are devoted to commercial 
work, and on their return they make a 
complete and comprehensive report to the 
department. This plan keeps us in touch with 
the latest phases of all commercial activities. 

Our representatives conduct themselves 
in their respective territories as if they were 
the general manager of the Company as 
far as that territory was concerned. And, 
in many instances, they have to deal with a 
greater number of consumers than do the 
managers of many small companies. Thus, 
since they have charge of all details in their 
relations with customers, they are in a 
position to grasp, in a broad way, every 
phase of the Company’s business. 

The Company’s representatives are so 
assigned to territories that they come in 
contact with all classes of consumers, and 
they are instructed to study each prospect’s 
business so that they may intelligently talk 
with him and interest him in our line, at the 
same time materially increasing their own 
knowledge. 

The commercial man is free at all times to 
consult with the heads of other departments, 
including the Engineering Department, and 
to receive all the instruction and advice he 
needs on any matter under discussion. 

The Commercial Manager makes a prac- 
tice of taking the salesmen ‘into his con- 
fidence, seeking their advice on matters of 
business and policy. Frequent consulta- 
tions along this line increase the efficiency 
of the Company as well as the men’s. 

Members of the Commercial Depart- 
ment are expected to handle all detail, and 
where they need advice, to take their prob- 
lems before the special man who should 
properly consider them. If, after following 
this routine, any problem still remains 
unsolved, it is then referred to the Commer- 
cial Manager, to whom only matters of 
considerable importance are referred. 

The Company representatives are supplied 
with a very complete printed data book, 
which contains, besides a wealth of other 
information, flat-rate schedules; information 
on Holophane shades; lamp prices; the 
principle involved in the “Readiness to 
Serve Rate;” illuminating engineering in- 
formation; construction rules; power rules 
and regulations; gas information in con- 
nection with industrial appliances, and 
prices; fuel consumption of industrial burn- 
ers; complete electrical information as to 
extensions, appliances, and their rate of 
current consumption; complete descriptions 
of chassis, batteries, and other information 
related to electric trucks. 

The entire facilities of the Advertising 
Department are placed at the disposal of the 
representative, thus enabling him to study 
and apply advertising principles to the 
personal letters he writes to prospects, and 
to investigate the many kinds of advertising 
specialties which may be given away as 
souvenirs. He also receives practical train- 
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ing in the writing of newspaper and other 
advertisements. 

The Commercial Department is conducted 
upon a strict, disciplinary basis, having in 
operation a merit and demerit system. By 
this system, the man who progresses, who 
produces good results, who is punctual in 
attending meetings and keeping appoint- 
ments, who secures revenue at the lowest 
cost per dollar of revenue secured, is given 
credits or merits, and the man making 
errors, breaking rules and disobeying in- 
structions, is given demerits. This strict 
supervision of each salesman’s work has a 
strong tendency to increase his usefulness 
and efficiency. In other words, the dis- 
cipline of the Department is expected to be 
somewhat similar to that of the army and 
navy. Instructions are given and expected 
to be followed to the very letter, and be- 
cause of the systematic training they re- 
ceive at the various meetings and the 
many other methods taken to develop them, 
the entire body of men act as one man in 
the performance of their duty. 

Our system of compensation is so ar- 
ranged that a representative’s pay increases 
with his knowledge and proficiency. 

In addition to the regular outline de- 
scribed above for the training and develop- 
ment of the men, they are offered numerous 
other incentives to become expert and 
efficient. For instance,. their promotion 
from one class to another depends upon 
their knowledge of and success in the busi- 
ness. The large majority of our men are 
those who long ago decided to make the 
electrical business their life work. Hence, 
they are all anxious to qualify as experts— 
to gain the greatest possible knowledge of 
the industry. 

From the position of representative, the 
next step in the man’s advancement is his 
promotion to the position of service super- 
visor. It then becomes his principal duty 
to increase the Company’s gas and electric 
revenue among present consumers. This 
is a most valuable and important work and 
the returns per dollar invested have re- 
peatedly proven larger than in any other 
branch of commercial activity. 

Let us assume that the man has proven 
himself in turn a successful representative 
and service supervisor. He is now privileged 
to take up a certain specific line, and by 
study and practice, to fit himself to become 
a special man; for instance, an electric 
vehicle engineer. He then makes it his 
task to acquire, from the regular vehicle 
engineer, a complete knowledge of the work 
of his department, thus becoming, as it were, 
an understudy to the vehicle engineer. In 
fact, every engineer of the Company has his 
understudy, as is also true of the Commer- 
cial Manager and all others holding import- 
ant positions in the Commercial Depart- 
ment. Then, when any one of these import- 
ant officials is promoted, the routine and 
successful operation of the department is 
not interrupted. 

Salesmen who are trained in the manner 
outlined above, may graduate directly from 
the rank of service supervisor or special 
man with our company, to the commercial 
managership of some outside company. 


Manufacturers Join Society for Electrical 
Development 


The Society for Electrical Development 
has enrolled forty-one manufacturers, whose 
subscriptions aggregate over $80,000 annual- 
ly. The total membership in the Society is 
now nearly 900 companies who have pledged 
$160,000, or only $40,000 short of the pre- 
scribed minimum fund of $200,000. 
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Resultful Tungsten Advertising in 
Fort Wayne 

About a year ago, the light and power 
department of the Fort Wayne & Northern 
Indiana Traction Company launched an 
advertising campaign to increase the sale of 
tungsten lamps, and to reduce the free re- 
newals of carbon lamps among its customers. 

This advertising consisted of newspaper 
advertising and window displays. Perhaps 
the best window display of all was one that 
showed a demonstration board in the right 
half of the window. Mounted on this board 
were a 10-watt, a 15-watt, a 20-watt, a 25- 
watt, a 40-watt, a 60-watt, and a 100-watt 
tungsten lamp, while a 16-cp. carbon lamp 
was installed tothe left of the tungstens. All 
of these lamps were operated through a 
common meter, snap switches being pro- 
vided to make the connections. 

Any passer-by, who took time to watch 
the speed of the meter disks, could readily 
detect differences in energy consumed by 
any two lamps or combination of lamps. 
A small placard, placed above each individ- 
ual lamp, gave its rating and its price in 
plain and frosted types. This demonstra- 
tion board was only temporarily installed 
as a window display, and it is now used for 
permanent demonstration purposes in the 
sales department. It so plainly shows the 
relatively high current-saving power of 
tungsten lamps, that it has been a strong 
aid to the central station in its campaign to 
encourage tungsten sales and discourage 
free carbon renewals. 

One of the traction company’s newspaper 
advertisements makes the unique claim, 
which it backs up by figures, that twenty- 
eight cents invested in a 25-watt tungsten 
lamp returns 700 per cent interest. The 
lamp costs twenty-eight cents, while a 
year’s current for this lamp would cost 
$1.60. On the other hand, it would cost 
$3.84 in current to keep an old 16-cp. car- 
bon lamp lighted for one year. Thus, the 
total saving in current between the two types 
of lamps would be $2.24, and the total re- 
turn on the twenty-eight cents investment, 
$1.96, or 700 per cent. 

All of the Fort Wayne central station’s 
newspaper advertisements have been stim- 
ulating, and are’responsible to a consider- 
able degree for the favorable showing 
revealed by the Company’s lamp sale 
curves. The tungstencurve shows a healthy 
upward trend, and the carbon curve the de- 
sired downward trend. 


Electric Sign for Lee, Mass. 

An electric sign, four feet long and eight- 
een inches high, now marks-the famous old 
town of Lee in the Massachusetts Berk- 
shires. The sign is mounted on a wooden 
pole in the middle of the town common, and 
burns all night long. It contains six 40- 
watt tungsten lamps, and the name, “‘Lee,”’ 
appears in raised letters which can be read 
by approaching tourists, in the daytime as 
well as by night. The sign has already 
proved itself a profitable investment. It 
marks the identity of the town and impresses 
the stranger as he motors through. 


W. W. Freeman 


W. W. Freeman has severed his connec- 
tions with the Sperlings of London and re- 
signed as vice-president and general manager 
of the Alabama Traction, Light & Power 
Company, Ltd., of Birmingham, Ala., to 
become associated with A. B. Leach & Com- 
pany, Bankers, of New York. Mr. Freeman 
also will become vice-president of the Colum- 
bia Gas & Electric Company and associated 
companies operating in Cincinnati, Ohio. 











A Report of Progress from Toledo 


Some Schemes by which the Central Station Secures Better Lighted Street Cars, Better Salesmen, and a Better Market 


SHE Toledo (Ohio) Railways 
and Light Company re- 
cently tried seven different 
illuminating experiments 
in as many street cars, in 
order to ascertain the best 
lighting system for use on 
all its railway lines. The 
tests were in the charge of experts, and the 
system of lighting finally decided upon has 
already been installed in seventy of the com- 
pany’s cars, and shortly will be extended to 
250 cars. 

The real, underlying purpose was to ad- 
vertise good illumination by maintaining a 
fine modern system on the street cars where 
everybody rides and reads. Display cards 
have been placed in every car where the new 
lights are installed, calling the public’s 
attention to the improved illumination, and 
emphasizing that if it is good for street cars, 
it is also good for store and factory lighting. 
There is already gratifying evidence that 
this broad-gauge advertising plan is taking 
hold. 

It is a new idea but a mighty logical one, 
well worth adoption by every central station 
that operates the street railway. And where 
the railway is a separate enterprise the two 
utilities might well cooperate and _ profit 
mutually. 

There is no place where good illumination 
would naturally be more observed and com- 
mented upon than in a street railway car. 
We are all used to the inadequate light that 
has been almost universal in the past — and 
still is. And yet we have real need for the 
best of lighting, for the time spent in the 
street car is much of it spent in reading, and 
under many disadvantages. An artistic, 
efficient and pleasing installation of lighting 
equipment in a street car will attract far 
more attention than in the most prominent 
shop window in town. This has been amply 
proved by the experience in Toledo. Men 
have come into the company’s office and 
commented on this car lighting and asked 
for data on the use of a similar system in 





of the central station. He was very enthus- 
iastic and said that it was just the system 
of lighting he wanted for his store, and 
signed his contract right then and there. 
Others are bound to follow, since the people 
of Toledo have been very favorably influ- 
enced by the railway company’s novel plan. 

The experts in charge of the seven tests 
were J. A. Munroe, an illuminating engineer 


marked absence of shadows, and an abun- 
dance of clear, soft light is reflected to the 
seats, and the passenger’s newspaper or 
magazine. 

E. R. Kelsey, publicity manager of the 
Company, tells of other interesting activities 
of the commercial department. It has 
adopted the plan, so successful in insurance 
and other big fields, of daily drills for sales- 





Toledo street cars looked like this until improved modern car lights were installed. 


from the Bryan-Marsh Electric Works of 
the General Electric Company, and Mr. 
Brown, the master mechanic of the Toledo 
Railways & Light Company. Glenn R. 
Trumbull was the man behind the under- 
lying commercial purpose of the test. The 
cars to which the tests were applied were 
fully equipped for service. The lighting 
system chosen by the company, for all its 
street car lines, employs fifteen 36-watt 
mazda lamps in Holophane Sudan reflectors, 
and mounted in the special design of street 
car fixtures made for street car service by 
the Safety Car Heating and Lighting Com- 
pany. 





One of the seven systems of street-car lighting recently tested by the Toledo Railways & Light Co. 


Note how clearly 


the light is directed on the seats. 


their own stores or offices. There have been 
many indications of general interest. 

For example, one merchant who recently 
rode in one of the newly-lighted cars, noted 
the improved light on his newspaper, and 
read the company’s message on the street 
car card. He made straight for the office 


The pictures on these pages show five of 
the test installations including the one 
finally adopted by the company for univer- 
sal use on its lines. They were made from 
actual photographs, with no retouching, and 
they clearly show the wonderful improve- 
ment in illumination effected. There is a 


men. The thirty commercial men of the 
Company meet every morning with William 
Marshall, the new-business manager, and 
take a stiff course in salesmanship and 
advertising. Every day, each man has to 
give some original argument for electricity, 
and if it isn’t original, a critic, appointed 
from their own number, promptly points 
out the weakness. Thus, these daily drills 
constantly exercise each man’s own initia- 
tive and resourcefulness. 

The training in advertising is equally 
effective. The men are asked to turn in 
newspaper advertisements relative to any 
campaign that may be in progress. These 
advertisements are criticized by the other 
salesmen as well as by the publicity depart- 
ment. Mr. Kelsey says that it is surprising 
how much advertising talent has been dis- 
covered among the salesmen by this method. 
Men who did not think that they had the 
knack at all have uncovered considerable 
facility in ad-writing. 

The scope of the morning meetings is 
considerably widened by occasional talks 
from prominent men of Toledo or elsewhere 
on matters pertaining to salesmanship or 
vital phases of the electrical industry. 
During these meetings, if a salesman has a 
question put up to him that he cannot 
answer, or if he experiences some problem 
on the outside that he thinks is beyond his 
power to solve, he asks his colleagues for 
assistance. This practice tends to foster 
the proper spirit of cooperation among 
the Toledo salesmen. 

However, the equally important spirit 
of rivalry manifests itself at the meetings 
which the company also holds on Monday 
nights. At these meetings, the entire 
evening is given over to important papers 
and their discussion, and the orders that 
each man turned in for the week are pub- 
licly recorded. Thus, the tailenders are 
stimulated to new endeavor, and the leaders 
to hold their advantage. 
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The Toledo Railways & Light Company 
is now conducting a house-wiring campaign, 
which is proving very successful. Accord- 
ing to Mr. Kelsey, from twelve to fifteen 
new houses are being signed up every day 
as the result of the campaign. He says: 

“We have been conducting this campaign 


Another of the lighting tests to ascertain the best system for the Toledo Company’s cars. 


formerly vacant, because this block had 
been a poor business location, were quickly 
rented, opened up, and are now doing busi- 
ness with all the other stores. 

George Williams of H. L. Doherty & Co., 
was the founder of the municipal slogan sign 
movement, and the large Toledo sign, “You 


LF 52 nei 


The lights are larger, hence 


fewer in number than}in the winning test shown on this page. 


for a couple of weeks only and have already 
150 new houses on our list.”’ 

In conjunction with these campaigns, 
big advertising space is taken in the-news- 
papers, and the fronts of the Company’s 
street cars are utilized for large printed 
announcements. A personal letter is also 
sent direct to every Toledo home that is 
newly wired for electricity. 

An electric sign and window lighting 
campaign, which Mr. Kelsey says _ has 
shown down-town Toledo the possibilities 
of “Doing It Electrically,” was recently 
conducted by the central station. Many 
signs ordered during this campaign are now 
being installed. Three of these signs have 
already entirely changed the appearance 
and value of a business block on the main 
street of the city. Prior to the campaign, 
this block was poorly lighted, and popularly 
said to be “‘on the wrong side of the street.” 
As a result, rents were much higher on the 
other side of the street to which people 
naturally were attracted by the better light- 
ing. The Toledo Railways & Light Com- 
pany saw its opportunity and told the mer- 
chants on the darker side of the street that 
they could coax the people off the other 
side by making the right electric appeal 
over their shops. Some strong, distinctive 
signs went up as a result of this argument, 
and the people have begun to come across 
the street and stay there. Two stores 


Will Do Better in Toledo,” now being built 
in the factory of the Valentine Electric 
Sign Company of Atlantic City, N. J., is 
one of the outgrowths of this movement. 
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Commerce Club, in which over 7,000 slogans 
were turned in. The sign will be installed 
and lighted about the First of December. 

The first “Do It Electrically” sign was 
also installed in Toledo by the Society for 
Electrical Development, which is_intro- 
ducing these slogan signs in several other 
cities. This Toledo sign contains over 500 
mazda lamps, and has a border in the new 
jewel effect, known as the Persian border, in 
eight colors. The stimulus of this attract- 
ive sign is said to have led directly to the 
sale of other electric signs in Toledo. 

The artistic outlining of the Company 
building is a new departure in this form of 
exterior lighting. Over 1,000 mazda lights 
are blended with electric signs in a novel 
and striking way. The people follow this 
kind of light, and the merchants for blocks 
around acknowledge the influence and the 
benefit of this brilliant electrical display 
burning nightly in the shopping district. 

The beautiful display rooms of the Toledo 
company are open every evening, and many 
people welcome this opportunity to step in 
and examine the appliances. 


Electrical Energy for James J. Hill’s 
Farm 

James J. Hill is having built on his 7,000 

acre farm at North Oaks, near White Bear, 

Minn., a $150,000 mansion which will be 

equipped to utilize electricity to the fullest 

extent. 


As electric power will also be used 





The lighting equipment shown in this picture (15 36-watt mazda lamps in Holophane Sudan reflectors) was the one 
adopted for permanent use on all the company cars. 


The facts about this sign were fully described 
in the November issue of Electrical Mer- 
chandise. The central station gave the 
sign to the city, and the latter will maintain 
it. The slogan for the sign was selected 
after a contest conducted by the Toledo 





Showing another of the seven street-car lighting tests, the outcome of which has meant a clear, well-diffused light thrown 


directly on the newspaper of the reading passenger. 





for farming operations on Mr. Hill’s spa- 
cious estate, the total connected load will 
amount to about 65 hp. Mr. Hill formerly 
considered the advisability of an isolated 
power plant, but finally decided in favor of 
central station service, to be supplied by the 
Stillwater Division of the Consumers’ Power 
Company, which is one of the “Byllesby”’ 
properties. Already, the proposed electrical 
installation on Mr. Hill’s estate has stimu- 
lated neighboring farmers to investigate the 
subject of electrical energy for both lighting 
and power purposes, and the Stillwater 
Division expects a considerable iricrease in 
this class of business by spring. 





New Officers for Boston Edison Section, 
N. E. L. A. 

The annual meeting of the Boston Edison 
Company Section of the National Electric 
Light Association was held recently. The 
following officers were elected for the en- 
suing year: President, J. W. Cowles; Vice- 
Presidents, C. H. Crockett, C. E. Green- 
wood; Secretary, J. J. Buckley; Treasurer, 
C. H. Miles. Messrs. W. H. Cole and C. S. 
Hadaway were added to the executive com- 
mittee. 
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HELP SUPPLY tuts" 
BIG DEMAND 


BRYAN MARSH 
P MAZOA | 


Help Supply this Big Demand 


PRY Hight to ten million MAZDA automobile lamps will be used ” 
during 1914. SB 

600,000 automobiles will require new lamps to take the place of 
burn-outs. 

What will be your share of this profitable miniature business ? 

93% of American cars are now being equipped for electric light- 
ing-- MAZDA lamps being installed almost exclusively. Car builders 
must have lamps which can be depended upon to give the highest 
candle-power for the least amount of current, which stand hard ser- 
vice and last a reasonable length of time—hence the wide-spread use 
of National Quality MAZDA automobile lamps. 

The automobile owner is just as anxious to obtain high quality 
lamps. Very often, however, when the MAZDA lamps with which 
his car was equipped when new, begin to burn out, he replaces them 
with inferior lamps simply because no one has ever pointed out to 
him the difference between ‘National MAZDA lamps and _ inferior 
lamps, many of which are on the market. 


Here’s your opportunity. Talk National MAZDA Miniature e533 oe 
\ ar0F 


A 


lamps to your local car owners. Show them in your windows, ad- 


vertise them in your local newspapers. (ETS 
If you handle large National MAZDA lamps through any of the 

Divisions of the National Lamp Works, but not miniature lamps, 

; ; ; ne heen ; STAR Ge) 
write to the General Manager of the Division for information regard- WATOA 
ing the miniature lamp proposition. If you do not handle any pees 
National MAZDA lamps whatever, get this data direct from the aT matey 
Department of Miniature Lamps of the ery 


NATIONAL LAMP WORKS 


of General Electric Company 


'Nela Park, CLEVELAND, OHIO 














“Do It Electrically”’ 
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Two New Chicago Signs 
Two new electric signs have recently been 
built for the Crown Piano Company and 
The Great Northern Hippodrome, both of 
Chicago, Ill. The Crown Piano sign, which 
is sixty-four feet long by forty feet high, 
combines the company’s trademark with 





New talking sign of the Crown Piano Co., Chicago, Il. 


“quality talk” in a strong, effective way. 
The trademark is a jewelled crown set in 
the center of the letter “O” of the word 
“Crown,” and the white electric rays radi- 
ating from this crown are one of the flashing 
features of the sign. The letter “O” is 
eight feet high and contains a variety of 
colored lamps. 

This sign contains 2,660 ten-watt mazda 
lamps and is located on the roof of a building 
facing one of Chicago’s most prominent 
boulevards. 

The sign over the entrance to the Great 
Northern Hippodrome, at the corner of 
State and Quincy Streets, is forty-five feet 
high by forty feet wide, and contains 1,766 





This flashing sign of the Great Northern Hippodrome, 


Chicago, Ill., has the true circus atmosphere. 


four and eight candle-power mazda lamps. 
There is plenty of circus atmosphere about 
the sign, hence it effectively conveys the 
spirit of the Hippodrome to the million 
people who are said to see it nightly. The 
display is first shown with an elephant 
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drinking water from a tank. Shortly, he 
raises his trunk and throws a volume of 
water directly at the theater. This flashing 
feature is supplemented by a number of 
others, including a changeable letter panel 
which is capable of producing five different 
flashes per minute. Both the Crown Piano 
and the Hippodrome signs were sold and 
built by the Thomas Cusack Company of 
Chicago, Ill., in cooperation with the 
Commonwealth Edison Company. 
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Adapti Catalogue ; 


The latest catalogue of the Adapti Manu- 
facturing Company, formerly The Bonnell 
Manufacturing Company, of Cleveland, 
Ohio, is devoted to the well-known “Adapt- 
iBox”’ line of this concern, and comes in the 
data book and pocket edition sizes. The 
AdaptiBox is a conduit fitting of high 
quality, its many claims of excellence being 
adequately described in the catalogue. 
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The simple, strong mechanism of the Big Ben makes it only 
an instant’s job to insert and lock the issues so that 
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to say about it. 
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MALL Residences and Small 
Stores That Think Electric 
Light Too Expensive Will Sign 

a Controlled Flat Rate Contract. 


We know it because thousands have already 


Let us tell you how much good business the 
Excess Indicator method has gotten for other 
central stations and what the Managers have 


Excess Indicator Company, 


Westinghouse Building, 
Pittsburgh, Pa. 
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The Electrical Merchant in His Store | 


A Department of Advice and Suggestion on Store Equipment and Operation, Edited by D. B. Bugg, 


an Expert on Retail Merchandising. 
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Some of the Laws of Window Dressing 


The Underlying Principles That Should Govern the Window Display at Christmas Time 


By D. B. Bucae 


[In the November issue of Electrical Merchandise, Mr. Bugg began this series of articles, to suggest to the electrical merchant 
the simple ways and means that the “old line’’ merchant has found most helpful in the organization and operation of his store. This 
will include the many details of expert retailing that make the windows, the store displays, the arrangement of fixtures, the stock, the 
clerks and the advertising all co-ordinate to produce more and more business that pays a profit. These articles will appear from month 


to month under this same department head. 


Mr. Bugg will be glad to have you call upon him for definite assistance in any merchandising difficulty that may be troubling you. 
Write to him in care of Electrical Merchandise, 17 Madison Avenue, New York City, and ask him for suggestions for the better 


arrangement of your salesroom, if there seem to be shortcomings. 
the service of all readers of this magazine. 


MAXPERIENCE has taught 
*° the best window dressers 
that events and occasions of 
=: general observation can well 
s be utilized to add to the 
interest of window displays. 
To exemplify this idea 
we accompany this article 
with illustrations of two Christmas windows. 
In discussing these windows we first wish to 
take up the decorative features and will later 
give consideration to the merchandise. 

Let it be thoroughly understood, how- 
ever, that these windows are not presented 
to our readers as ideals of perfection. Many 
improvements are possible and innumerable 









Window No. 1 shows a Christmas window subdivided into three sections 
by the use of window dividers. This device enables the eye to™readily 
grasp the appliances in each section before passing on to the next. 


arrangements could be made which might 
make them still more attractive; but with 
these windows we are able to illustrate and 
describe certain fundamental principles 
which enter into the dressing of every good 
window display. 

We are considering now, not the spectac- 


Make use of him.—Editor.] 


ular, “eye-catching’’ window but rather 
the window that displays the actual goods 
that are for sale. There is unlimited oppor- 
tunity to devise and develop windows that 
draw a crowd and create public interest 
and comment. They have a great value 
and we will discuss them at length in 
another article. These two displays have 
been arranged and photographed, for the 
purpose of demonstrating some of the laws 
of display, and are not offered, in any sense, 
as model windows. 

The Christmas idea predominates in the 
character of the decorations. The festoons, 
the bells and the wreaths are made of red 
and green artificial immortelles; these colors, 


the designs and the flowers are inseparably 
connected with the Christmas season. 

There are two very good reasons for 
bringing these decorations into use and 
it is of vital importance to understand and 
appreciate both of these reasons. 

The first reason is that a window so 


Here is an expert in retail merchandising, who has been retained in 


decorated is more apt to arouse interest 
than though the merchandise alone was 
used to attract attention. At this time of 
the year, the spirit of Christmas is in the 
air. The thoughts of all are beginning to 
dwell on the approaching festivities. Any 
suggestion that calls the occasion to mind 
will involuntarily attract attention. This, 
in a broad way, is one of the basic reasons 
for selecting this decorative scheme. The 
idea of commercialism or of selfishness 
should receive but secondary consideration. 

Perhaps this thought may be difficult 
to grasp at first. It may be more readily 
comprehended when we say that although 
the window is dressed with the idea of in- 


Window No. 2 shows how to place appliances so that the onlooker will 
easily take in each piece apart from the others. It also brings out the 
proper use of foreground, middleground, and background in a window 


display. 


creasing the sale of merchandise, this pur- 
pose should be concealed and those whom 
it is intended to attract should be made to 
feel that it is a Christmas greeting rather 
than an invitation to spend money. 

The second reason for using this decora- 
tive scheme is a selfish one. At the sight 
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of these decorations, the thought is forced 
home to the beholder that Christmas is 
approaching and that the season is neces- 
sarily one of gift-giving. Here, then, the 
display is used to suggest that these articles 
will make appropriate Christmas gifts. 

It is to be hoped that the full significance 
of these statements will be understood. 
While they are more or less theoretical, the 
results obtained from the practical opera- 
tion of these ideas have proven their value. 
Every occasion—both local and national— 
should be used to the utmost. Hallowe’en 
and Thanksgiving, the assembling of con- 
ventions, celebrations of historical events, 
the unveiling of monuments and the opening 
of public buildings—in fact, every event 
in which the citizens of the community are 
interested should be recognized in some way 
by means of the display in the window. 

It is desirable to emphasize the fact that 
Christmas windows or any other good dis- 
plays should be thought out and arranged in 
advance. The one who is to dress the 
window should have a definite arrangement 
in mind before actually doing any of the 
work. The decorations should be pur- 
chased and the window dresser should know 
what merchandise he is going to use and 
how he will arrange it in the windows. 
Furthermore, the appearance of every 
piece of merchandise that is to be used should 
not be subject to any criticism on account of 
its lack of cleanliness or perfect appearance. 

All the merchandise that is in the window 
when the change is to be made should be 
taken out, even if some of it is to go back 
into the window again. The glass should 
be thoroughly cleaned on the inside and the 
dust and dirt should be removed from the 
floor of the window. Everything possible 
should be done which will tend to improve 
the appearance of the glass, the floor and 
the background. 

When these successive steps have been 
taken, the window is ready for the display 
fixtures and the merchandise. 

Here let us say a few words on the sub- 
ject of display fixtures. It is almost im- 
possible to obtain diversified effects in win- 
dow displays without the use of fixtures. 
Occasionally a good window can be made 
by the use of boxes or platforms covered 
with velvets or velours. But, in the long 
run, to obtain windows which are invariably 
good, a few display fixtures of standard 
design will be found almost indispensable. 
In the two windows here shown, pedestals 
of different sizes are used, together with 
plate glass shelves, card stands and other 
similar articles. However, the subject of 
display fixtures will be discussed at length 
in a subsequent article. 

In Window No. 2, the electrical merchan- 
dise has been arranged so that the eye can 
take in each article without confusing its 
form and shape with other pieces. And 
therein lies a principle in dressing windows 
which should not be overlooked. Some 
years ago it was thought that the best win- 
dows were those which contained the most 
merchandise. It was considered essential 
to cover every square inch of floor space 
and background with some article. 

This practice has long since been aban- 
doned by good window dressers. It is general- 
ly conceded that if each article is placed so 
that it stands out by itself and is not overlap- 
ped or backed up by other articles, a much 
stronger impression is made on the mind of 
the observer. To obtain the best results, 
each article must preserve its own identity. 
This effect has been striven for in arranging 
Window No. 2. 

It is also to be noted that none of the 
articles have been placed close up against 
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the glass. It is not necessary to put things 
directly in front of people’s faces to cause 
them to be seen. 

The spaces in the center and in the back 
of the window are just as valuable as the 
space in front, if the merchandise is well 
arranged. In this window a good effect 
has been obtained by placing the articles 
nearest to the glass on the floor by elevating 
those in the center somewhat and by raising 
those against the background so that they 
are approximately on a level with the eye. 

Another point to remember is that a good 
window should be free from incongruities. 
These two windows are strictly household 
appliance windows and all of the articles 
are of such a character as to make them 
acceptable Christmas gifts. The coffee 
percolator, the toaster, the chafing dish, the 
carpet sweeper, the electric iron, the water 
heater and in fact every article in these win- 
dows is intended chiefly for home use. 

The signs or cards are also worthy of 
comment. For instance, the toast sign 
does something more than call attention to 
the article. It arouses a desire for the 
possession of the article by hinting at the 
good quality of the product of the article. 
Thus, all of the signs carry with them subtle 
suggestions. 

One way in which these windows might be 
improved would be by displaying on each 
appliance a small card, explaining what the 
appliance is intended to be used for. There 
is not sufficient familiarity as yet with elec- 
trical appliances to make them and their 
use a matter of common knowledge. Con- 
sequently, a card of explanation alongside 
of each appliance would tend to educate 
people to its use. 

In Window No. 1, the arrangement has 
been carried out in a somewhat different 
way. One radical difference between Win- 
dows No. 1 and 2, is that the former has been 
subdivided into three sections by the use of 
window dividers. The value of using these 
is that they enable the eye to more readily 
see all the articles in the display. One 
section is naturally viewed at a time and 
when all the articles in this section have been 
seen, the next section will be looked at and 
finally the last section. There is good, sound 
reasoning back of this idea and the use of 
dividers can be strongly recommended. 

Another way in which dividers are valu- 
able is that there can be placed in the dif- 
ferent sections articles which have no direct 
relation to one another. For example, one 
section could be used entirely for electrical 
appliances which are to be used on the 
dining table; another section for electric 
irons and the third for appliances for nurs- 
ery use. 

Under these circumstances, greater em- 
phasis would be placed on each lot than if 
the window were dressed as a single unit 
and the various appliances above mentioned 
were arranged so as to mingle with each 
other. 

It would seem almost useless to speak 
here on the subject of window lighting; and 
yet, the electrical exponent does not always 
practice what he preaches. The windows 
of the electrical appliance dealer should 
certainly be shining examples of brilliancy 
and yet the windows of some of them cer- 
tainly need better illumination. | 

In conclusion let us emphasize the neces- 
sity of studying ways and means to keep the 
windows interesting and attractive. The 
best modern merchants look upon the 
Christmas season as an opportunity for 
gathering a golden harvest and there is no 
good reason why the dealer in electrical 
appliances should not get his share of the 
money that is spent at that time. 
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A Public Test of Flasher Quality 


By Norman B. Hickox, 
Treasurer and Manager, Greenwood Advertising 
Company, Knoxville, Tenn. 

The Square Drug Store Company of 
Knoxville has installed a Greenwood kaleido- 
scope sign which will produce forty-eight 
different patterns before repeating, the 
flasher motion actually being faster than the 
eye can follow. Recently, the proprietor 
took advantage of this fact to inaugurate a 
guessing contest, offering $5.00 in gold to the 
person guessing most nearly to the correct 
number of patterns. The contest aroused 
a great deal of local interest, 150 answers 
being turned in, only three of which were 
correct. The first man to turn in a correct 
answer was a deaf mute, probably because 
the visual perceptions of a deaf and dumb 
person are sharper than those of a normal 
person. Betts & Betts flashers and color 
caps were used on the sign, and in order to 
actually ascertain the correct number of 
patterns it was necessary to turn the flasher 
by hand very slowly. Hence, the contest 
did two things. It proved that this new 
type of chromatic sign is a success, and it 
focussed public attention on the druggist’s 
sign and his store in a way that probably 
will be of permanent benefit to him. 

Motor Vehicle Fleet for Salem (Mass.) 

Central Station 

Motor vehicles have entirely supplanted 
the horse-drawn equipment of the Salem 
(Mass.) Electric Lighting Company, which 
is one of the “Tenney” properties. The 
new transportation fleet includes eight 
automobiles, six of which are electric ve- 
hicles, ranging in size from a runabout to a 
2,000-lb. truck. This is certainly an ex- 
cellent showing for a city with less than 
50,000 population. 





Hugh H. Harrison 
Hugh H. Harrison, of New York, has been 
elected president of the Merchants’ Heat 
& Light Co., of Indianapolis, Ind. Mr. 
Harrison has organized and financed a num- 
ber of public utility companies throughout 
the country. 
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A Clean-up Campaign in Athens, Ga. 


How a Frank Exposure of Filthy Conditions in Negro Washerwomen’s Huts Unlocked 
Many Southern Doors to the Electric Laundry Machine 


By S. 


Woops 


Athens (Ga.) Railway & Electric Co. 


Company has succeeded in 
introducing several elec- 
tric washing machines into 
this typical Southern city 
—the first city of its kind, 
we believe, in which this 
feat has been accomplished. 

We already had tried to sell laundry 
machines in Athens several times before, 
only to meet with failure. A careful analy- 
sis of these repeated failures showed us the 
reason why. We had been imposing on the 
Southern women the kind of advertising and 
selling arguments that had sold thousands 
of laundry machines in the North. We 
talked the labor-saving advantages of the 
electric washing,‘ and our advertisements 
showed a white woman, dressed for callers, 
and seated by the washing machine. And 
while it worked, she read and waited. 

The Southern white woman, of no matter 
what class, has traditions deep-rooted in her 
blood that such arguments would never 
reach until the end of time, and the wonder 
is that we hadn’t thought of it before. But 
when we did see the light, we veered right 
around to a more favorable quarter. For 
there was a weak spot in the Southern 
woman’s armor. We gathered the neces- 
sary facts and statistics, so easily available 
everywhere in the South, and trained them 
directly on the weak spot. 

Practically all of the heavy washing of 
every Southern white home goes weekly to 
the hut of some negro washerwoman, and 
conditions in most of these huts are almost 
beyond description. They are frightfully 
unsanitary places to wash clothes in, with 
their néwspaper-plastered walls, with their 
slimy washtubs and boards, with the water 
often remaining unchanged for several 
washings, and the heaps of clothes (the 
Southern white women’s clothes) in the 
dark corner where roaches, rats and other 
vermin run over them. Finally the bucket 
of lye, so injurious to garments, is ever present. 





It was high time that true conditions in 
Athens were exposed—health education was 
badly needed—and we launched the cam- 
paign from every angle we could think of. 
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there; the pile of clothes in the corner, a 
stuffed rat among the clothes. 

This kind of advertising visualized actual 
conditions for the white women of Athens, 
and they began to lose their complacent 
attitude. They came into the Company 
office and asked questions, and in many 
instances, they requested that electric 
laundry machines should be sent to their 
homes on trial, in accordance with the 
offer described in the letters. What was 
with us purely a business proposition, has 
turned out to be quite a widespread local 





This central station window in Athens, Ga., was dressed by local college girls. Electric appliances, of use 
to college women, formed a prominent part of the display 


We sent a carefully selected list to the 
Hurley Machine Company of Chicago, IIl., 
with whom we were cooperating in the cam- 
paign, and this company sent out the three 
letters, calling attention to existing con- 
ditions and offering, through us, to install 
an electric washing machine on 15 days’ 
trial. 

Coincident with the mailing of these 
letters, we featured a special electric wash- 
ing machine display in our office window. 
The window was divided into two parts. 
The first part showed a furnished room in a 
typical Southern home with an electric 
laundry machine at work. A nice, white, 
creamy foam bubbled over the clothes, a 
trick accomplished by the introduction of 
two bars of Ivory soap in the water. The 
second half of the window represented the 





This window feature of the Athens Railway & Lighting Co. contrasts the unclean wash- inthe negro washere 
woman’s hut with the clean electric wash in the Southern white woman’s own home 


Here was a very likely source of contagious 
disease. In fact, our City Health Inspec- 
tor’s books recorded case after case where 
disease was spread from the negro washer- 
women’s huts to the white women’s homes, 


interior of a negro washerwoman’s hut 
with the customary details of filth exposed 
to every eye that looked into the window. 
The walls were shown plastered with news- 
papers; the dirty washtub and bench were 


movement in the interests of public health 
and sanitation. Several new homes have 
recently been erected here, each with its 
laundry room, where future washings will be 
done in the modern, clothes-saving, sanitary 
way. 

We have lately featured two other stimu- 
lating windows which were based on the 
fact that Athens is the educational center 
of the State, being the seat of the State 
University and two colleges for women. 
First, we dressed the window to represent 
a college man’s den, with a card table, the 
empty beer bottle under the dresser, and 
all the other “props.” The kind of electric 
appliances that a college man might use 
were shown on a table,—an “El Boilo,” a 
flatiron to press his trousers, and a shaving 
mug. 

For the rest of the way, it is a real “hu- 
man interest” story. Some of the college 
girls came down town one day and saw the 
window. Two of the girls asked if they 
could not help us dress a window that would 
show the college girl’s side of it. Per- 
mission was readily granted them, and they 
went. to work the following week. Be- 
yond doubt, they made a regular college 
girl’s room out of it. The wall was bedecked 
with pennants, and photographs of local 
boys were shown on the dresser. A cozy 
corner seat was a particularly interesting 
part of the display, with pennant cushions, 
tennis rackets and a basket ball lying on the 
floor. One of the girls loaned a dress and 
slippers for the window. A college girl’s 
set of electric appliances was placed on the 
dresser along with other toilet articles. 
The curling iron was there, also the chafing 
dish and the -traveler’s iron. 

These girls come from a woman’s college 
that is famous in the South, and the news 
that they had dressed a window for us 
quickly spread. We got plenty of news- 
paper publicity from our window—and 
better acquainted with the college girls 
in town. 
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PARKING THE ELECTRIC 


A recent editorial in an Atlanta (Georgia) 
newspaper makes a suggestion regarding 
the electric vehicle in its relation to traffic 
regulations. The Atlanta ordinance as now 
drafted prohibits the parking of any car, 
gasoline or electric, in the heart of the city 
for a period longer than thirty minutes 
unless in custody of a driver. The local 
editor considers this unjust and for the 
following reasons: 

“The electric auto,” he says, “‘is in a class 
by itself. It is small and compact, occupies 
not only much less space than a gas car, but 
also less space than a horse and buggy. 
Most of the electrics in Atlanta are driven 
by women. The car does not carry a 
chauffeur. It does not need one. If the 
prohibition is extended to electrics it means 
that the woman driving must take the car 
to some far-off place, park it there, do her 
shopping, and then return for the car. 

“The inconvenience this process entails 
is out of all proportion to the negligible prob- 
lem of the parked electric in the heart of the 
city. The hardship that will be visited on 
many women could not, in all reason, be 
weighed against the imaginary objection 
to leaving an untenanted electric, parked 
for a few minutes on a business street.” 

He follows up his analysis with this defi- 
nite suggestion :— 

“It is likely,” he says, “that the traffic 
ordinance can be strengthened by allowing 
the electrics to stand for the same period as 
the car with the chauffeur. We submit 
this suggestion to the committee that has 
shown much intelligence in attacking a 
problem of great importance to all Atlanta.” 

There is no data available at present as to 
the status of the electric before the traffic 
law throughout the country, but the matter 
certainly merits the attention of the central 
station. Wherever there are city ordi- 
nances against the free use of the streets for 
parking automobiles, there is much resultant 
individual discomfort, no matter what the 
unquestioned benefit to the general public 
may be. It must interfere with the facility 
with which a woman can use her car for 
shopping and calling and naturally she finds 
it irksome. And obviously, if the electric 





is permitted to enjoy greater liberties than 
the gasoline car, it becomes immediately 
more convenient and desirable and hence, 
more easily and profitably salable. 

Has it occurred to you that here is another 
opportunity to give a boost to the growing 
popularity of the electric vehicle? The 
issue is clear-cut and honorable; the case is 
reasonable and in the interest of the public. 
If you can secure this added public recog- 
nition of the superiority of the electric, it 
will help you mightily. Better go about 
it now, if there is an ordinance in force in 
your community. 


And, by the way, isn’t this Atlanta edi- 
torial just one more convincing evidence of 
the helpful power of the newspaper columns ? 
Here is an editorial that no money could 
buy, given freely because the editor has an 
intelligent interest in the electric vehicle. 
The increasing number seen on the streets 
of Atlanta is proof of the growing popularity 
of these cars, and makes them a subject of 
greater concern to the readers of his paper. 
And the fact that his editorial in behalf of 
the electric, renders a valuable service to the 
Georgia Railway and Power Company, at 
the same time, offers no obstacle to its publi- 
cation because in this city the central sta- 
tion is apparently not misunderstood. 


LIGHT—THE MONEY MAGNET 


On another page appears an interesting 
statement of a recent experience in Toledo, 
Ohio. There has been a freak street in the 
business district of Toledo, where one side- 
walk was popular and the other unpopular. 
The crowd has favored one side of the street 
and habitually walked and spent its money 
there. The merchants on the opposite 
side have been powerless to win the business 
that passed their very doors but across the 
way. They reached and influenced only 
the incidental—or accidental—minority that 
failed to follow the crowd. 

Finally, the local central station succeeded 
in convincing them that electric advertising 
would relieve the unnatural situation and 
lure to them their just proportion of the 
sidewalk traffic. A generous display of 
electric signs, outlining and window lighting 
was installed and the effect was immediately 
apparent, for the crowd responded as it 
always does. And these merchants who had 
suffered long in the belief that they were 
irresistibly cursed by their unpopular loca- 
tion, found that they had won their fight 
by the simplest of methods. 

Light is a great money magnet. We 
have seen it again and again. It has proved 
itself in a dozen cities. And yet, the days 
are so fast speeding and the things to do so 
many, that we forget to take advantage of 
half the tools that lie waiting in the work- 
shop. 

Central station salesmen had been up and 
down that street for years, talking electric 
signs, but it wasn’t electric signs that these 
merchants wanted. The only man who 
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could win that business was the man who 
would come along and offer something to 
kill the blighting habit of the crowd that 
passed by on the other side. 

The men who brought relief to these 
Toledo merchants were of a new sales organ- 
ization lately come to the local central sta- 
tion; and right there lies the explanation. 
To the men who had talked signs along that 
street before, it probably seemed a perfectly 
natural thing that one sidewalk should be 
favored over the other. No matter what 
started it, it was a recognized condition that 
affected both rents and property values. 
And yet when you analyze it, there is 
usually but a habit to sustain the practice, 
and only a strong psychological pull is re- 
quired to reestablish normal traffic. Some 
obstacle drives the crowd to one side and it 
stays; some incentive will bring it back. 
Traffic can be coaxed more easily than it can 
be driven away. 

It is perfectly natural that a merchant 
should be inclined to resign himself to 
existing conditions and wish he could afford 
to move to a better and costlier point. It 
is the opportunity of the central station to 
seek out these cases and conditions, and 
apply the loadstone of electric display. 


WATCH THE BAIT 


Beware the too common error of letting 
the Christmas shopper forget. Because 
you have sent out Christmas booklets with 
your bills on December first, is no argument 
that you win all the Christmas Gift Sales 
that should be expected. True, the habit 
of shopping early is gaining ground 
year by year, but the last ten days before 
Christmas will be as frenzied this year as 
ever. 

Don’t let the Christmas shopper forget. 
If you distributed your suggestions on the 
first of the month, how do you know that 
they have not been set aside and forgotten? 
As Christmas Day approaches, the shopper 
becomes more and more eager. Your 
opportunity ripens with the days. Main- 
tain the pressure of your publicity. If you 
have made widespread suggestions, keep the 
memory green. 

It costs money to buy and distribute 
printed matter, but the margin on the Christ- 
mas Gift is money paid back, and every 
appliance sold to the homes of your people 
will long be a steady profit winner. Don’t 
neglect the bait when the fish are running 
strongest. 


SAVE THE PIECES 


The knowledge of any man is made up of 
big and little bits of experience and big and 
little pieces of advice and information gath- 
ered here and there in passing. With the 
pieces that he saves, he builds his wisdom 
and his worth. Take care of your copies of 
Electrical Merchandise. Keep them in a 
binder. As you read, mark what you think 
you can apply. Don’t trust to memory 
alone. Save the pieces. 
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A Successful Electric Vehicle Exhibit 
for Boston Society Folk 

An electric passenger car exhibition, 
known as the “Electric Automobile Salon,” 
was held, November 17, 18 and 19, in the 
ball-room of the Copley-Plaza Hotel, Boston, 
Mass. The project was under the direction 
of the Electric Motor Car Club of Boston, 
and financed by the Boston Edison Com- 
pany. The central idea of the salon was to 
eliminate the “‘waste circulation” of the 











“KLOK” POINTERS 
HAVE YOU JOINED OUR 
“KLOK KLUB”? “KLOKS” 
are now being erected in Boston, 
Louisville, Baltimore, Los Angeles, 
St. Louis and Sidney. That’s evi- 
dence that there is business to be 
had. How much are you getting? 
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usual show by making the appeal only to 
legitimate automobile prospects. The ele- 
gance of the new Copley-Plaza made a 
fitting background for the luxurious types 
of cars that were exhibited, including the 
Bailey, Baker, Detroit, Columbus, Church- 
Field, Ohio, Standard, Rauch and Lang, 
Waverley, and Woods. 

Just what this idea was, and how it worked 
out, is clearly shown in the following state- 
ment of O. G. Draper, Business Secretary of 
the Electric Motor Car Club of Boston: 

“The attendance for the three days was 
approximately 2,000. While this may seem 
very small for an affair of this kind, we used 
much discretion in distributing the engraved 
tickets of admission, and the 2,000 people 
represented the leaders of New England’s 
social life. We made no attempt to secure 
a record-breaking attendance, believing 
that by limiting the number of tickets and 
by charging an admission fee of $1 we would 
succeed in interesting only those who were 
legitimate prospects for electric automobiles. 

have been unable to secure definite 
information on the number of sales made, 
but judging from such information as I 
have, I should estimate that there were 
from twelve to fifteen cars sold during the 
show, representing a total value of between 
$30,000 and $40,000. One dealer sold two 
cars to the same family within ten minutes 
while on one morning of the “Salon” a sales- 
man made two demonstrations and closed 
the orders within two hours and a half. 

“To me, personally, the most significant 
feature of the ‘Salon,’ was the fact that 
many of the visitors most deeply interested 
in the cars were people whom various sales- 
men had formerly been unable to coax into 
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their regular showrooms. The total ab- 
sence of active solicitation, and the digni- 
fied and uncommercial atmosphere of our 
exhibition, gave these people a sense of 
security, and they looked over the various 
makes of cars that interested them without 
feeling obligated to disclose their names or 
addresses. Several visitors expressed a 
hope that it would be an annual affair, and 
in view of the satisfaction expressed by the 
dealers represented at the exhibition, it is 





Poster announcement of the recent electric vehicle exhibit 
for Boston society folk. 


my personal opinion that next year will see 
‘A bigger and better’ Salon. However, 
considering the unsettled condition of the 
money market, that all plans for the ex- 
hibition were complete in seventeen days, 
and that all the committees in charge of the 
affair had only two weeks in which to com- 
plete arrangements, this year’s event was a 
considerable success.” 

At the meeting of the Electric Motor Car 
Club at which the plans for the Salon were 
set in motion, Frank W. Smith, president 
of the Electric Vehicle Association of 
America, reviewed the fourth annual con- 
vention of the Association which recently 
took place in Chicago. Mr. Smith ex- 
pressed the opinion that a committee on 
central station cooperation would accom- 
plish more to bring the central stations and 
the manufacturing interests together than 
any other method that could be employed. 
Such a committee could present at the next 
annual convention,» a report that would 
answer once and for all, the question as to 
the extent of this cooperation and how the 
conditions had been improved or otherwise 
throughout the year. The chairmanship 
of such a committee would be vitally im- 
portant, and Mr. Smith implied that he had 
the right man in mind, and, if possible, he 
would be secured for the important task. 


A. Asher Jones 

A. Asher Jones, formerly commercial 
manager of the Waco (Tex.) Gas Company, 
and recently commercial manager of the 
Citizens’ Electric Company, Hot Springs, 
Ark., has been appointed commercial man- 
ager of the Springfield (Ill.) Gas & Electric 
Company. 
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A Comparison of Haulage Costs All 
in Favor of the Electric Truck 


The Schenectady (N. Y.). Illuminating 
Company has recently replaced its horse 
and gasoline equipment by four electric 
trucks, using one battery-driven 1,000-lb. 
vehicle in place of the three single-horse 
rigs, and a light runabout in place of the 
gasolene motor-tricycles which the Company 
previously used for routine handling and 
delivery. All heavy work has been assigned 
to the Company’s two-ton truck. The 
change is based on interesting cost compari- 
sons. Renewal costs, the cost of replacing 
tires, batteries, etc., over a period of thirty 
months, are carefully taken into considera- 
tion in these estimates. 

The total operating cost for the 1,000-lb. 
truck which the Company had in service was 
estimated at $1,600 per year, of which 
$564 is represented by depreciation. The 
total operating cost of the Company’s two- 
ton truck was estimated at $2,267 per year, 
including $460 for depreciation, $1,603 for 
running expenses, and $204 per year for 
housing. 

The gasolene motor-tricycles, which the 
Company maintained for meter-setting and 
other light hauling jobs, cost on the average, 
$0.199 per job as compared with $0.244 per 
job for horse-drawn vehicles or motor cars. 
Frequently breaking frames was one of the 
heaviest cost items chargeable to the tricycles. 

The company statisticians brought their 
estimates of the cost of keeping the various 
vehicles in service down to a daily basis with 
these results: Two-ton truck, $2.71; 1,000- 
lb. truck, $3.71; one-horse wagon, $1.26; 
line-wagon team, $2.71; three-wheel cycle, 
$2.21. From these cost comparisons, it was 
decided to make the haulage equipment 
entirely electric. 

Estimated costs of operating the new 
equipment have certainly justified this 
decision. It is figured that it costs $1,922 
to operate the 1,000-lb. vehicle, including 
wages for driver and helper. The horse- 
drawn vehicles had cost $2,510 per year. 
Here alone a saving of $587 per year is 
shown, representing an annual return of 
about 35 per cent on the investment. The 
light runabout is estimated to cost $1,748 a 
year, but it does the work of the two motor- 
tricycles which used to cost $1,880 per year. 
When all the changes in costs have been 
estimated, it is clear that the light runabout 
saves the central station a total of $591, or 
30 per cent, a year. The 1,000-lb. electric 
vehicle costs slightly more to maintain than 
the service wagon it has replaced, but it 
makes possible the installation of nine daily 
services instead of seven. It also avoids 
idle standing, so a virtual saving of $577 per 
year can be counted on even in this case—a 
return of 22 per cent on the $2,100 invest- 
ment required. 


No Municipal Ownership for Grand 
Junction 

The voters of Grand Junction, Colorado, 
recently overwhelmed three separate pro- 
posals to municipalize the public utilities 
operating in that town. The local move- 
ment for municipal ownership had been 
growing for twenty years, and was brought 
to focus at the recent elections, it is claimed, 
by one of the most powerful politicians in 
Western Colorado. However, the opposi- 
tion was carefully organized under the 
leadership of Glen Marston of Chicago, and 
a successful campaign inaugurated. The 
heaviest vote polled was against the pro- 
posal to municipalize the entire property of 
the Grand Junction and Grand River Valley 
Railway Company. 


Neighborhood Merchandising In 
Brooklyn 


The Edison Electric Illuminating Com- 
pany of Brooklyn, N. Y., recently took 
practical advantage of an industrial ‘ex- 
hibition in Brownville, the clothing manu- 
facturing center of Brooklyn, which is 
populated almost entirely by Hebrews. A 
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Lamps, appliances and motors were rigged 
up so that different classes of Brownsville 
residents and tradespeople could see how 
they worked. For example, the tailor was 
shown an electric iron fully equipped for 
work. A variety of leads, both residential 
and industrial, were developed as a con- 
sequence of the central station exhibit. and 
the range of inquiries extended from sweat- 





Example of Neighborhood Merchandising in Brooklyn, N. Y. 


The Edison booth was a strong feature of this Hebrew 


industrial exhibit. 


number of booths were assembled under a 
large tent which covered nearly an entire 
block, these booths containing exhibits 
that illustrated the industrial progress of 
this thriving section. 

Conspicuous among the exhibits was that 
of the Edison Company, which bore directly 
on the opportunity the affair afforded. 


shop owners to a dance hall proprietor. A 
good deal of headway also was made in 
demonstrating the superiority of the tung- 
sten lamp to present consumers of carbon 
lamps. On the whole, the central station’s 
venture into Brownsville proved to be a 
profitable experiment in neighborhood mer- 
chandising. 
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Home Laundry 
Machines 


are in use today. They are better than just 
sold. They consume current every wash day. 


The “Thor” is noted everywhere for its econ- 
omy and efficiency. It washes clothes so 
spotlessly clean, it saves so much wear and 
tear of materials and woman’s strength, that 


The Thor is easily sold, stays 
sold, and paves the way for 
the sale of other electric 
household helps. 


\ In order to make the “Thor” easy to intro- 
duce in new territory, we will place one in 
the home of any responsible party for 


15 DAYS’ FREE TRIAL 
And they stay sold. 
Write for prices and particulars regarding 


our valuable cooperative selling plan and 
deferred payment proposition. 


CHICAGO, 520 W. Monroe St. 
LOS ANGELES, 3rd and Main Sts. 
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Finding Tenants for Wired Houses 
The Muncie (Ind.) Electric Light Com- 


pany has entered into a cooperative scheme 
with the local landlords which helps the 
business interests of both very materially. 
Owners of wired houses for rent are notified 
to report the same at the Company office, 
with the understanding that they will be 
advertised free in the daily newspapers. 
The central station maintains special space 
in the papers for this purpose. This daily 
advertisement is good sized, and runs under 
the heading, “Dwellings for Rent, The 
Following Houses in Muncie are Wired 
for Electrical Conveniences.” Then a list 
of the wired properties for rent is run, in- 
cluding the addresses, the price, the number 
of rooms, and the addresses or telephone 
numbers of the owners or real estate dealers 
in charge. Last spring, the number of 
vacant wired houses was reduced to four 
by this method of advertising. The plan 
has not only been a stimulus and an encour- 
agement to the owners of wired houses, but 
has also strongly influenced many owners of 
unwired houses to modernize their pro- 
perties by the introduction of electrical 
conveniences. 


200 Houses Wired in Rockford, Ill. 


Out of a total of 1,000 houses available, 
the Rockford (Ill.) Electric Company wired 
200 during a Fall house-wiring campaign in 
their territory. The Rockford contractors 
agreed to wire 100 houses or over at a special 
low rate which proved attractive to pros- 
pects, this special rate including a light 
and fixture for every room. The list of 
1,000 owners of unwired houses was com- 
piled and solicited by means of three per- 
sonal letters, the first one written by the 
new-business manager of the company, 
the second by the general manager, and the 
third by the new-business manager again. 
Each letter took up the details of the offer 
where its predecessor left off, the series 
working up the interest of the public in the 
campaign by the force of cumulation. 
Newspaper advertising supplemented the 
letters. 


Facts and Figures of Electrical 
Machinery Production 

The total number of establishments en- 
gaged in the manufacture of electrical ma- 
chinery, apparatus and supplies in the 
United States in 1909 was 1,009, according 
to the bulletin of the Bureau of Census, 
Department of Commerce, which is about 
ready for distribution. This list does not 
include the manufacture of glass and porce- 
lain made expressly for electrical purposes, 
nor the production of poles whether of wood, 
iron or steel. The total number of persons 
engaged in the industry was 105,000 of 
whom 102,950 were wage earners. The 
total capital employed was $267,844,432, and 
the total value of products, $221,308,563. 

The industry in 1909 was largely central- 
ized in the six states of New York, Penn- 
sylvania, New Jersey, Massachusetts, Illi- 
nois, and Ohio. These states, together, re- 
ported 83.9 per cent of the total average 
number of wage earners, 82.6 per cent of the 
total value of products, and 83.1 per cent of 
the total value added by manufacture. 

New York takes the lead among the 
states with an electrical output equivalent 
to $49,289,815, or more than one-fifth of the 
total output for the United States. Penn- 
sylvania ranks second in value of products 
and in value added by manufacture and 
New Jersey third in value of products. 

Two-thirds of the electrical manufactor- 
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ies of the country are owned by corpora- 
tions, and in 1909 the value of their products 
represented 96.3 per cent of the total value. 
Of the 1,009 establishments reported for 
1909, thirty-one manufactured products 
valued at $1,000,000 or over. 

It is interesting to note the value of 
various kinds of products. The 16,791 dy- 
namos of various kinds manufactured in this 
country in 1909 were valued at $13,081,048; 
there were 76,729 transformers with a value 
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of $8,801,019, and the total value of switch- 
boards was $5,971,804. Some 504,030 mo- 
tors with a total horsepower of 2,733,418, 
were valued at $32,087,482, and the number 
of primary batteries totaled 34,333,531, 
with a value of $4,243,984. There were 
123,985 arc lamps manufactured in 1909, 
which were valued at $1,706,959; and 66,- 
776,997 incandescent lamps valued at $15,- 
714,809. The total value of insulated wire 
and cables was $51,624,737. 
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New York Edison Co. to the Pumps 


The real value and significance of central 
station service are never better exempli- 
fied than in times of stress. One of the 
recent heavy rains, so characteristic of this 
Fall, embarrassed the service of several 
New York Clubs, hotels and theaters, and 
the basements and cellars of many other 
buildings throughout the city were flooded. 
The New York Edison Company was called 
to the rescue, took its pumps in hand and 
rose to the emergency. As many buildings 
as pumps could be provided for were 
assisted back to normal conditions by the 
central station. The Edison Company fur- 
nished this service free of charge. How- 
ever, the managements of several of the 
buildings, noting that no bill of expense had 
been sent them, asked for such a state- 
ment. The answer was, that in keeping 
.with the spirit of a public utility, emer- 
gency service was gladly furnished free. 


250 Electric Irons Sold in 
Revere, Mass. 

In the towns of Revere and Winthrop, 
Mass., which are better known as famous 
summer resorts along the “North Shore” 
than places where the common, every-day 





WEHAVE SUCCEEDED 


through our great purchasing power, 
in getting a quantity of guaranteed 
General Electric Fiat Irons at the 
lowest_price ever quoted. On June 
16th these irons were placed on sale 
everywhere that Tenney Service is 
known, every customer of ours being 
entitled to one flat iron for $2.75. These 
are brand new, guaranteed irons, the 
regular retail price of which is $4.25. 





Irons during this sale, which will 
extend until July Ist if the supply holds 
out, may be purchased at any of the 
following dealers: 

E.E.Orr's Drug Store, Shirley & Centennial Aves., Revere 
The peg Pharmacy, Winthrop Ave., Beachmont 
J} ae ape, 228 Revere Street, Revere 
KC. Brown's Brug Store, Winthrop Centre, Winthrop 
Stover's Drug Store, Winthrop Beach, Winthrop 
K. C. Brown, Crest Avenue, Winthrop Highlands 
Franklin Flint, 541 Shirley Street, Winthrop 

and at our Appliance Stores 


Columbia Sq., Winthrop 150 Beach St., Revere 


SUBURBAN GAS & ELECTRIC CO. 


@ 


Newspaper announcement of the Revere central station 
bargain sale of flatirons. 














things of life happen the year round, the 
Suburban Gas and Electric Company of 


ELECTRICAL 


Revere sold 250 General Electric Flatirons 
in a fifteen days’ campaign. Harry M. 
Frank, appliance manager of the company, 
was in charge. The company featured a 








YOU HAVE —~ MORE DAY 


in which to get this $4.25 guaranteed General 
Electric flat iron for $2.75-—-the lowest price 
ever quoted anywhere. 

This sale closes Tuesday, July ist. ORDER 
YOURS TODAY at our appliance store or at 
any of the following dealers: 





E.E.Orr’s Drug Store, Shirley & Centennial Aves., Revere 
The Norcross Pharmacy, Winthrop Ave., Beachmont 
J. D. Napoli, 228 Revere Street, Revere 

Suburban Gas and Electric Co., 150 Beach St, Revere 
K. C. Brown's Drug Store, Winthrop Centre, Winthrop 
K. C. Brown, Crest Avenue, Winthrop Highlands 

W. F. Stover, Winthrop Beach, Winthrop 

Franklin Flint, 541 Shirley Street, Winthrop 

Suburban Gas & Electric Co., Columbia Sq., Winthrop 


SUBURBAN GAS & ELECTRIC CO. 


@ 


The newspaper ad which helped to close the flatiron sale 
of the Revere Company 














special iron window display, and the only 
form of solicitation used was newspaper ad- 
vertising and a postal card sent through 
the mail to every wired home. The news- 
papers used were weeklies so that the adver- 
tisements were pretty closely read. The 
irons offered were ““marked down” from the 
regular price of $4.25 to $2.75. Thecentral 
station ads “played up” this cut in price in 
true department store style, which doubt- 
less accounted in large measure for the 
popularity of the sale. 


Dallas’ Electrical Day 

Friday, October 31, was known as 
Dallas’ Electrical Day at the Texas State 
Fair for 1913. This feature turned out to 
be so interesting and profitable that it will be 
repeated at subsequent fairs. Electrical 
men from all over the State were present. 
The crowning event of the day was the big 
Jovian parade in the evening in which a 
number of striking floats were displayed, 
including those of the Dallas Electric Light 
& Power Company, the Southwest General 
Electric Company and the Allbright Elec- 
tric Company, which received first prize. 
The customary rejuvenation closed the 
celebration of the Jovians. 





This otnibie pcs oy the inte » (Mass. sane station is full of the spirit me the recent pave aieun cam- 
paign which resulted in the sale of 250 irons. 
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Sign Transformers 






cannot 
buy right 
better all 
at any the 
price time 


No SIGN TRANSFORMER will give you 


better service or more satisfied customers than 


PEERLESS 


THE ENTERPRISE ELECTRIC CO. 
WARREN, OHIO 
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Electric Iron 


The Best 
BylronmgBoard 
Test 


GUARANTEED FORS 
ALL TIME 
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American Fectrical Heater Company 


35 WoO COWARD —s. 


DETROIT MICHIGAN U- S-Ae 
OLDEST AND LARGEST MAKERS 
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Denver a Fertile Market for 
Electric Vehicles 

As a result of several years of strong 
organized work on the part of the Denver 
(Col.) Gas & Electric Light Company to 
introduce and popularize the electric vehicle 
in that city, Denver now boasts of 822 elec- 
tric pleasure cars and fifty-two trucks. 
They yield the central station a total month- 
ly vehicle-charging output of 180,000 kw- 
hr., practically all of which is off-peak busi- 
ness. 

The steps whereby this gratifying business 
was built up are worthy of enumeration. 
First, a special department of electric-ve- 
hicle and storage-battery engineering was 
established, with an expert engineer in 
charge. The engineer was placed on the 
job with instructions to develop a higher 
class of service in existing garages, both 
public and private. He also gave personal 
training in vehicle salesmanship to each of 
the salesmen having charge of the various 
territories, by devoting part of each day to 
canvassing electric vehicles with him. 

Personal calls were made on the owners 
of private garages, and instruction concern- 
ing methods of charging batteries and in- 
specting vehicles was given by the central 
station free for the asking. Along with the 
educational work, a campaign of solicita- 
tion was directed at the officers and heads 
of firms and mercantile houses. They were 
shown the value of electric trucks for trans- 
porting and delivering goods, different 
makes and types of vehicles were explained 
and data furnished as to cost, operating ex- 
penses and distinctive details of cars that 
might be suitable for business purposes. 

The company’s monthly publication, The 
Electric Vehicle, is another link in this per- 
petual electric vehicle campaign, to which 
newspaper advertising and billboard dis- 
plays contribute strongly. 

At the present time, Denver houses six- 
teen public garages with a capacity for 
storing 910 vehicles. Rates for garaging, 
charging, washing and delivering electric 
pleasure cars range from $25 to $35 a month, 
and for trucks from $30 to $90. a month. 
The average rate received for vehicle charg- 
ing in Denver is three cents per kw-hr. 


Civic Slogan Sign for San Diego 

A large civic slogan sign, forty-eight 
feet high, and containing 32,000 lamps, will 
shortly be erected in San Diego, Cal. It 
will cost $10,000. Across the top of the 
sign will appear, in large letters, the slogan, 
“San Diego, First Port of Call.” The 
lower half of the sign will be utilized by 
business firms for thetr own messages. The 
San Diego Consolidated Gas and Electric 
Company will supply the current. 


A Window Photograph Campaign in 
Bartlesville, Okla. 

Tbe picture shows a window in the City 
Market, Bartlesville, Okla., which is lighted 
with X-Ray reflectors in accordance with the 
“dusk to midnight”’. flat rate of the Bartles- 
ville Gas, Electric & Railway Co. As can 
be noted in the picture, the lighting shows 
up the goods on display most distinctly, and 
the proprietor of the market considers the 
window his best advertisement. 

C. W. Johnston, the local commercial 
manager, has an excellent plan for making 
advertising capital out of the newly lighted 
windows, like the above, that his company 
installs. Photographs are taken of the win- 
dows, and each customer is furnished with 
one. The merchants naturally appreciate 
this favor from the lighting company, and 
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show their photographs freely, with the re- 
sult that considerable interest is created in 
proper window lighting quite apart from any 
central station solicitation. 
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“This is Mr. Smith’s window lighted from 
dusk to midnight on our flat rate. May we 
light yours too?” 

As a result of this careful attention to 





A Bartlesville (Okla.) market window lighted on a “dusk to midnight” flat rate. 


The proprietor considers it 


his best advertisement. 


Postcard photographs are also made of 
the windows and mailed to prospects. They 
convey some such message as: 


window lighting Bartlesville is gradually be- 
coming a town of exceedingly effective shop 
windows. 











new transformer. 


the interior of core and coils. 


than any other make. 


Write for new bulletins. 


THE PACKARD 
342 Dana Ave., 





Here we are with our latest design. Sev- 
eral new features embodted in this 


Four additional oil circulating channels are pro- 
vided for the rapid dissipation of heat generated im 


This is an exclusive feature with Packard Trans- 
formers and makes it possible to operate them un- 
der more severe conditions and higher overloads 








ELECTRIC CO., 
Warren, O. 




















746 First National Bank Bldg., 
Chicago, Ill. 

















St. Catharines, Ont. 








Another Flexlume installation which proves that the small merchant needn’t: 
go electric-signless becaus2 he can’t afford a big lamp-letter sign. 


Nothing cheap about Flexlumes—a perfect day and night sign you can sell to 
trade you’ve never reached before. Write 


THE FLEXLUME SIGN COMPANY, Buffalo, N. Y. 


1112 West Sixteenth Street 
Los Angeles, Cal. 
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Electric Helps for the Soda Fountain 
How the Central Station Can Turn the 
Present Vogue of the Water Heater and 
Drink Mizer to Good Account 


By S. F. Metcuer 


In these days of progressive central 
station salesmanship, when the market 
seems wide open for every sort of good 
appliance, electric water heaters and drink 
mixers appear to have been more or less 
overlooked as sources of current revenue for 
the central station. Although thousands 
of these electric soda fountain helps have 
been placed in hundreds of towns and 
cities, the central station has played only a 
passive part in their distribution. 

One of the most interesting commercial 
evolutions of the last decade or so has been 
that of the drug store. The gilded mortar 
and pestle, which still rest over the entrances 
of many establishments, are today almost an 
empty symbol of what once was, since the 
compounding of drugs has largely given way 
to the sale of trademarked goods and the 
apothecary atmosphere has seemingly taken 
second place to the all-important business 
of the soda fountain, serving cold drinks and 
ices in hot weather, and hot drinks and 
sandwiches in cold weather. The luncheon 
service in many drug stores has grown to be 
a big convenience for the public and a 
mine of profit for the proprietor. 

One large item in this rapid expansion of 
the soda fountain business has been the 
“dealer cooperation” of the manufacturers 
of malted milk, beef extracts, and kindred 
concentrated foods. The most recent de- 
velopment touches central station men in 
every town and city where the soda fountain 
business has assumed any importance. For, 
in order to strengthen dealer cooperation, 
the food manufacturers have reached out 
and taken in the manufacturers of electric 
water heaters and drink mixers. Together, 
these two forces cover the soda fountains 
of the country like a blanket, the agreement 
being that the food firms shall offer one or 
the other of the above appliances with a 
certain quantity of the food product, in 
most cases, slightly reducing the cost of the 
appliances. 

For example, the Electric Manufacturing 
Company of New York supply their “Pony” 
water heater to the following beef extract 
firms who use them as premiums: The 
Cudahy Company of Chicago; Libby & 
Company of Chicago; Liebig’s Extract of 
Meat Company (New York Branch), and 
the Sterro Company of New York. Ar- 
mour & Company of Chicago use the elec- 
tric water heater of the National Stamping 
& Electric Works of Chicago as their pre- 
mium, and Horlick’s Malted Milk Company, 
the “Cyclone” drink mixer made by the 
Hamilton-Beach Company of Racine, Wis. 

The Horlick arrangement is interesting as 
an example of effective and economical co- 
operation. By means of their fine-toothed 
system of combing the field, the Horlick 
salesmen have secured a wide distribution 
for their product and incidentally for the 
drink mixers. As the names of new soda 
fountain proprietors are obtained, they are 
mailed to the Hamilton-Beach Company, 
which attends to the advertising, the ship- 
ments and most of the work of placing the 
mixers. By means of this close cooperation, 
the Hamilton-Beach Company avoids all 
duplication of the Horlick Company’s selling 
effort and expense, while, at the same time, 
it rids the latter firm of about 90 per cent 
of the bother of handling these premiums, 
which they offer to the soda fountain pro- 
prietors as an inducement to keep pushing 


the malted milk. 
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Liebig’s Extract of Meat Company, Ltd., 
reverse the process of the other food manu- 
facturers by maintaining the water heater 
at the regular retail price of $15, and offering 
300 Oxo Bouillon cubes free with it. The 
advantages of the appliance are pointed out 
in some strong folder advertising. Natural- 
ly, the various agreements, cited above, 
have greatly stimulated the sale of these 
devices. There are over 25,000 of the 
“Cyclone” mixers presently in use, while 
Armour & Company placed 3,300 small 
water heaters last year and 2,900 large 
heaters. The other food firms, who offer 
such premiums, are doing fully as well. 

So much for distribution, but there are 
other factors of interest to central stations. 
Do the soda fountain proprietors welcome 
these devices in their stores? Do they 
keep them at work, and look on them as 
essential conveniences? Or do they take 
them as a fad, shortly to discard them, or 
leave them unattached and lying idle? 

These vital questions were put up to all 
the manufacturers of liquid foods men- 
tioned in this article, and answered satis- 
factorily by all who answered at all. The 
fact was brought out that the average 


.dealer welcomes the appliances, and finds 


that they are a daily help in his business. 
Some of the dealers have been almost ex- 
travagant in their praise, claiming that the 
electric helps had doubled, even tripled, 
their trade. 

The soda fountain proprietor finds the 
water heater or the drink mixer a hand- 
some addition to his fixtures, and an eco- 
nomical device all around. The expense of 
keeping water hot all day long, and often 
far into the night, is obviated by the use 
of the electric water heater, which brings 
water to a boil almost the instant the 
current is turned on. When the customer 
has been supplied with his hot drink, the 
current can be turned off until another 
customer appears. The drink mixer offers 
equal advantages. 

The public likes these appliances because 
they are sanitary, and produce a better 
refreshment whether it be a smooth, per- 
fectly blended egg drink on a hot day, or a 
piping-hot cup of bouillon or malted milk 
on a cold day. These and many other 
facts are the best evidence that, once in- 
stalled, these soda fountain fixtures are 
kept busy. On the average, the electric 
water heater is used from twenty seconds 
to half a minute about twelve times a day. 
As there are about thirty-two drinks per 
gallon of water, the three-quarter gallon 
size need be filled but once a day on the 
average. The average cost of operation is 
about one cent a day. 

On the whole, these appliances make a 
profitable addition to the central station 
load, not a very big one perhaps, except in 
the most favored localities, but steady and 
sure. One Chicago druggist attaches the 
plug to an ordinary lamp socket, and finds 
that the heater consumes current about 
eighteen minutes of each working hour, or 
about fifty-four watts hourly, actual oper- 
ating time. The cost of operation, of 
course, is determined by the rate asked by 
the local central station, but the cost of 
current consumed eighteen minutes of 
every hour during a sixteen-hour day, about 
864 watts at ten cents a kwh., would 
be 8.6 cents per day. This would be 
reduced one-third or even one-fourth in 
most cases as a fountain seldom dispenses 
at its maximum rate of speed. When you 
consider the number of competing soda 
establishments in most cities, 8.6 cents a 
day per heater, or even one-third or one- 


fourth of that amount becomes good busi- 


55 


ness, particularly as it is only one new item 
in the central station service to the druggist. 

The electric appliance manufacturer and 
the concentrated food manufacturer co- 
operate together to get this profitable busi- 
ness, and the dealers cooperate by using the 
devices in connection with the food products. 
All of the elements of cooperation are there 
save the final link in the chain. The cen- 
tral station should hook up all this national 
sales effort to his own local needs and 
opportunities and see that all the business 
possible is produced in his town, making 
sure that the appliances are kept at work, 
and extending to the soda fountain cus- 
tomers all the little service helps that the 
well regulated central station can offer. 
When the representatives of these dis- 
tributors come into his town, the central 
station man should get out and help them 
just as he would assist the representatives 
of the flatiron, the washing machine or the 
sign manufacturer. 





Advertising Electric Signs to the 
Editors 


By C. W. Jounston 
Commercial Manager, Bartlesville (Okla.) Interurban 
Railway Co. 

Recently, the newspaper editors of the 
State of Oklahoma and the Order of Eagles 
held simultaneous conventions here, and our 
company took advantage of the occasion to 
please our city editors, advertise our city, 
and boost electric advertising. 

We ran full page advertisements in both 
the Bartlesville papers, showing cuts of the 
principal signs in town. We called attention 
to the progressiveness of our city and its 
merchants, and the value of electric signs 
for building civic spirit and a prosperous 
town. In order to strengthen our message, 
we asked the merchants to cooperate with 
us. As a consequence, they ran cuts of 
their signs at the top of their ads on the 
same day that our advertisements appeared 
in the newspapers. 

The results of this advertising amply 
justified the effort. The newspapers de- 
rived the benefit of four pages of advertising 
matter each issue; a favorable impression 
was made upon the visitors, and we sold a 
number of new electric signs. Finally, 
our plan won us the support of many of the 
visiting newspaper editors, as is shown by 
the fact that the Commercial Club of 
Bartlesville has received many newspaper 
clippings from all over the State compli- 
mentary to our electric signs, well lighted 
stores and streets. 


Philip S. Dodd 

Philip S$. Dodd has been engaged by The 
Tucker Agency, Inc., of New York City, to 
organize a special department for central 
station advertising service. This depart- 
ment has prepared three sets of newspaper 
advertisements for central stations to use 
respectively for general campaigns, for 
special appliance campaigns, and for “‘pub- 
lic policy” campaigns. Other advertising and 
publicity matter for central station use will 
be prepared under Mr. Dodd’s supervision. 

Mr. Dodd is well known for his various 
past connections in the electrical industry, 
viz., as manager of the Electrical Review; 
director of publicity of the National Elec- 
trie Light Association; one of the early 
organizers and recent secretary-treasurer 
of the Society for Electrical Development. 
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Two Electric Vehicle Booklets 


Supplementary to its national campaign 
of trade paper and popular magazine adver- 
tising, the Electric Vehicle Association of 
America has just issued two booklets, ““The 
Story of the Electric Commercial Ve- 
hicle,” and “The Story of the Electric 
Pleasure Vehicle.” Of course, the publi- 
cations are of interest to central stations as 
well as to possible buyers of either pleasure 
or commercial cars. 

The front cover of the commercial vehicle 
booklet is beautifully done in colors, and 
presents an equally pleasing appearance 
throughout. A brief introduction, regarding 
comparisons between horse and motor 
haulage, is followed by a rapid survey of the 
early history of the electric commercial 
vehicle, the prejudices that at first clogged 
its development, and some of the reasons 
why these prejudices have been offset to a 
considerable extent by the excellent showing 
of many electrics in service. 

Other chapters in this publication de- 
scribe the electrical commercial vehicle of 
today, the reasons why it is replacing and 
should replace the horse, points about its 
construction, and liberal data and statistics 
relative to its hauling capacity, operation 
costs, and pictures of various makes of 
trucks. 

The booklet on the pleasure vehicle also 
gives an account of the early history of the 
electric and its subsequent growth and 
development, and a description of the 
various advantages of the electric pleasure 
vehicle, its points of construction, and other 
useful data. This publication is well illus- 
trated. 

These booklets are being used by the 
Publicity Committee of the Vehicle Asso- 
ciation for use in their publicity work, and 
sent to advertising inquiries. The Com- 
mittee also desires to interest central stations, 
accessory manufacturers, and similar con- 
cerns, in ordering a quantity of these book- 
lets from the Association, and using them 
in their own publicity work in behalf of the 
electric vehicle. Because of the high in- 
itial cost for art work, plates, and the many 
other expenses entailed in the publication 
of these booklets, the first cost will be 
twenty-five cents per booklet, the cost of 
subsequent issues being largely determined 
by the extent of the orders turned into the 
Association. It is emphasized that these 
publications are not being sold at a profit, 
but at actual cost to the Association. The 
Publicity Committee also points out that 
their judicious distribution will help central 
stations materially in promoting the cause 
of the electric vehicle and the work of the 
Association. 
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Goes Here 
































-If you haven’t seen a copy of “The Dirtless 





























Argue? 


Before your salesman calls on a Residence 
Prospect send a copy of “The Dirtless Work- 
man” to do the describing and the explaining 
and the arguing in advance. Then when the 
salesman calls, the prospect knows what he’s 
talking about and isn’t full of a lot of prejudice. 


It costs a few cents to send the booklet. It 
costs hours of time in follow-up calls when the 
way is not prepared before the salesman rings 


the bell. 


Workman’—Ask for it now. You'll need 
the booklets before many weeks. 


THE RAE COMPANY 


17 Madison Ave., New York City 
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Why Make Us Do 
All The Work? 


You do things with your brains, every day, that are worth real 


DOLLAR BILLS to us. 
We want more DOLLAR IDEAS. 
We want some of them from YOU. 
We MUST have them. 


We will swap a beautiful, fresh-laid Dollar Bill for every real one you 
send us. 





If you’ve never seen a DOLLAR IDEA in captivity, look through some 
back issues of ELECTRICAL MERCHANDISE. And there you are. 


But DON’T FORGET —SEND ’EM RIGHT AWAY ~— Addressed to 


ELECTRICAL MERCHANDISE 


17 Madison Avenue New York City 

















When you go and call on a good prospect—and get 
acquainted—and make friends—and work up an eager 


interest in your proposition—you usually win some business. 


Think of such an influence actively at work among 


thousands of homes along your lines EVERY SINGLE 
MONTH. What would it be worth to you? 


ELECTRIC SERVICE is doing just this work for 
other central stations. YOU NEED IT NOW! 


Send for a set of the back issues of this Central Station 
Monthly Message. You will see its value and how well 
it fits. Write to 


THE RAE COMPANY, 
17 Madison Ave. New York City 
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What Better Advertising for Electric Lighting Companies 
Than the Slogan of the Society for Electrical Development? 


s 


ee 
VALENTINE 


We manufactured the first “DO IT ELECTRICALLY” Sign. 
[t was purchased by the Toledo Railways and Light Company. 
We are making more of this design in various sizes. 


[In nearly every town the “Persian Border” of these signs will set 
a new pace for sign prospects. 


It will be to your advantage to write for the prices on these 


signs, NOW. 





Valentine Electric Sign Company, 
Bee Atlantic City, New Jersey 
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